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Abstract 


Effectiveness of the Canadian Carpet Institute's Classification 
Label As An Information Source for Carpet Buyers 


by 
Linda E. Hartman, Master of Science 


University of Alberta, 1982 


Professor: Dr. Elizabeth M. Crown 
Faculty of Home Economics 


Division: Clothing and Textiles 


The purpose of this study was to determine the extent and type of 
pre-purchase search behavior of carpet consumers, and the effect of 
this behavior on initial post-purchase expectations of and satisfaction 
| with the carpet. Specific focus waS on consumer awareness, 
understanding and use of the Canadian Carpet Institute's (CCI) carpet 
classification label and pamphlet. 

The Engel-Blackwell-Kollat (1978) consumer behavior model was the 
conceptual framework for the study. The population for the study was 
comprised of consumers who had recently purchased carpet. A sample of 
these consumers was obtained through the co-operation of Edmonton 
carpet retailers. A total of 109 respondents participated in an 
initial telephone interview and completion of a questionnaire. The 
data was statistically analyzed with the following tests: One-way 
analysis of variance, Chi square, T-test and Pearson's product-moment 
correlation coefficient. 

The findings indicated the two product attributes color and price 


were the most frequently sought after features. The respondents 
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conducted a relatively limited search considering the perceived risk 
involved with the purchase. They scored a higher level of satisfaction 
with a less extensive store search. The type of search was 
characterized by a variety of information sources being consulted with 
the carpet salesperson ranking as the primary source. 

Demographic and lifestyle characteristics and _ respondents' 
experience with carpet had little meaningful effect on the respondents' 
awareness and use of the CCI label and/or pamphlet. However, retailer 
attitude significantly affected their awareness of the CCI label. 
Support by the retailer for the CCI labelling program increased the 
respondents' awareness and understanding of it. Those respondents who 
were aware of the CCI pamphlet scored higher in initial post-purchase 


satisfaction than those who did not. 
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CHAPTER I 


INTRODUCTION 


Technology, combined with mass production, mass advertising and 
mass retailing have brought the consumer numerous benefits and an 
increasingly higher standard of living. At the same time these 
developments have increased the complexity in making intelligent 
purchase decisions. New technology has led to the discovery of new 
products, particularly in the textile industry. We no longer have only 
the basic natural fibers such as cotton, wool, silk and linen; rather, 
consumers are now offered a multiplicity of synthetic fibers that are 
used alone or in combination with natural fibers. Along with the 
introduction of the new fibers have come new finishes and new 
constructions. The consumer is now provided with many beneficial 
properties such as ease of care, anti-static finishes, increased 
durability and improved performance/appearance retention to name only a 
few applicable to the carpet industry. 

With the introduction of numerous new fibers and finishes it is 
virtually impossible for the average consumer to be well informed about 
all textiles and their performance properties. Many consumers feel 
overwhelmed in their effort to make a wise choice. Such is the case in 


the selection and purchase of carpet. 
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In June 1969 the Consumers Association of Canada, recognizing the 
increasing need for product information, passed a resolution calling 
upon the Federal Department of Industry, Trade and Commerce to: 
"Provide for a Standards Council, one of the tasks of said Council to 
be the establishment of performance standards for carpets and rugs 
through cooperative work with the manufacturers" and that the Depart- 
ment of Consumer and Corporate Affairs "require that such performance 
standards be listed on attached identifying tags to inform the consumer 
of fibre content and performance standards" (Edwards, 1980). In 1971 
the Canadian Carpet Institute, the Canadian Government Specifications 
Board and the Federal Department of Consumer and Corporate Affairs pro- 
ceeded to survey the carpet constructions, the classification or 
grading schemes used elsewhere in the world, and basic criteria for 
rating carpets of various fibers and types according to expected per- 
formance with regard to appearance retention. 

By April 1979 the Canadian Carpet Institute with the support of 
the Department of Consumer and Corporate Affairs developed and imple- 
mented a performance rating label to be attached to the carpet 
samples. The purpose of the Classification Label (Appendix A) was to 
advise consumers at the point of purchase of a carpet's expected 
ability to retain its appearance compared to other carpets. A pamphlet 
(Appendix B) entitled "Shopping For Carpet?. . . The Classification 
Label Can Help You" accompanied the label. The pamphlet was designed 
to provide additional guidance, assisting the consumer in selecting the 
appropriate carpet classification for each room in the home considering 


the family's size, habits and traffic patterns. Three appearance 
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retention classes - Light, Medium and Plus - were established for 
carpets meeting performance criteria developed by a panel of industry 
experts. Classification panels comprised of representatives from major 
retailers, distributors, manufacturers and a research and testing 
organization were given the responsibility of classifying submitted 
carpets according to the specified criteria. A testing organization 
was appointed by the Institute to monitor production and labelling 


compliance (Edwards, 1980). 


Statement of the Problem 


This study was designed as Phase I of a two phase study to 
evaluate the effectiveness of the Canadian Carpet Institute's (here- 
inafter referred to as CCI) classification label. The label was 
introduced by the Canadian Carpet Institute in April 1979 as an infor- 
mation source to aid consumers in the selection and purchase of carpet. 

The main purpose of Phase I was to determine the extent and type 
of consumer's pre-purchase search behavior when purchasing carpet; and 
specifically to study consumer awareness, understanding, and use of the 
CCI label and pamphlet. Phase II will be devoted to attempting to 
determine if a relationship exists between the use of information 
sources as part of the purchase decision and _ post-purchase 
satisfaction. Of particular concern is the incidence of problems 


related to inappropriate selection and placement of a carpet. 
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Justification 


Consumer behavior theory suggests that use of product information 
when evaluating alternatives should aid the consumer in making a wise 
choice, thus reducing post-purchase dissatisfaction. Thus any program 
to provide information about expected performance of various carpet 
alternatives should reduce dissatisfaction due to inappropriate 
selection and placement. Whether this outcome will be _ realized 
depends, however, on several factors related to consumers' awareness, 
understanding and use of the program. 

Sproles, Geistfeld and Badenhop (1980) stated ". . . that 
perfectly efficient consumers are defined as those individuals who 
successfully identify the renteite abilities of a set of alternative 
choices to provide utility or satisfaction". Arbaugh (1974) stated 
that more effort should be placed on consumer awareness of the 
information and the benefits that can be derived from consulting the 
information. 

Anderson's (1977) findings 

- show that consumer welfare in terms of choices made 

and feelings of satisfaction, is influenced by the type 

and extent of earlier search behavior. The question then 

arising as a result of this determination is_ that 

researchers should determine what type of search behavior 

leads to improvements in the quality of the ultimate 

purchase decision? 

Researchers need to examine consumer buying habits and determine if 
informative labels are a viable means of improving the consumer 


information problem. 
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Horne (1980) concluded that Alberta consumers relied on their own 
experience and consumer-oriented information sources to obtain 
information on the quality of blankets and draperies, and on sales- 
people (marketer-dominated) and consumer-oriented sources for such 
information on upholstery. Only 50 percent or fewer of the consumers 
surveyed relied on labels for information on fiber content and cleaning 
for the three products. She suggested that the results possibly 
reflect a problem with the consumer's ability to interpret the labels. 

Sproles, Geistfeld and Badenhop (1978) asked ". . . how do 
governmental regulations of clothing and textiles affect consumer 
satisfaction? To what extent is federal regulation more effective than 
self-regulation by industry in providing ultimately for consumer satis- 
faction." Thorelli (1972) questioned the adequacy of information 
relations between marketers and consumers and outlined rationale for 
the provision of consumer information. Marketers were charged with 
being unable or unwilling to provide consumers with information that 
would permit them to make a reasonable purchase decision. 

Anderson (1977) reported an earlier attempt by Consumer and 
Corporate Affairs Canada to put pressure on the manufacturers of 
durable goods, such as furniture and carpeting, to provide voluntarily 
an informative label on their products. The purpose of the label was 
to give the consumer product information that would allow them to 
choose the product possessing the characteristics they were looking 
for. Industry and consumer committees were established to recommend 
the information and format of the informative labelling. However, no 


regard was given to such important consumer issues as ". . . studying 
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how consumers go about shopping for information; what kinds of shopping 
information they would find relevant; and what effects, if any, such 
information would have on their purchase behavior when communicated via 
an informative label" (Anderson, 1977). Formal investigation of such 
related consumer behavior matters could supply the government with a 
more complete picture of consumer buying habits and would make it 
easier to determine if, in fact, the informative labels are a viable 
solution to the consumers' information problems. 

In a study of consumer satisfaction and complaining behavior 
among Canadian consumers, Ash (1980) reported that for housing and home 
furnishings, the reason given most often for dissatisfaction was that 
the quality of materials was inferior. Experience with carpeting 
problems analyzed by the University of Alberta's Textile Analysis 
Service suggests, however, that complaints about quality often result 
from inappropriate selection and placement of carpet (eg. carpeting 
suitable only for light or medium traffic areas is used in high traffic 
areas). 

In a study of information seeking among purchasers, Anderson 
(1977) found only weak evidence that carpet buyers who are active 
information seekers are likely to be most concerned with information 
about the content, performance and care of carpets. Results of an 
informative labelling experiment led Anderson to conclude that, 
although the presence of wear information on carpet labels leads to 
several more favourable purchasing circumstances, there can be too much 
information on the label to achieve optimal results. He found that 


". . . the positive effects of an apparently salient item of label 
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disclosure . . . tend to be depreciated when an additional item of 
relatively extraneous information . . . is added to the label”. 
Anderson further suggested that 

- - the mere existence of an information scheme or dis- 

closure cannot in itself be presumed to be a sufficient 

basis for the success of the program. Rather an 

accompanying educational program appears necessary to 

ensure that consumers attend to, use, and benefit from 

the program. 

The findings of the above cited studies by Anderson and Horne 
point out the importance of information, other than the label, at the 
point of purchase. Thus, this study focused on the whole CCI program 
including the information brochure, and also attempted to determine the 
effect of the attitudes of salespersonnel of the cooperating retail 
establishments. 

Sproles, Geistfeld and Badenhop (1978) concluded that several 
implications for producers and marketers were emerging. The most 
important of these was the societal need for voluntary industry-wide 
testing and consumer information programs. Also, marketers realized 
the importance of specific product characteristics as a competitive 
selling tool. 

McCullough and Besh (1980) stated that by permitting policy 
makers to evaluate existing alternative labelling programs with regard 
to preference of individual consumer groups it is possible to identify 


negative as well as positive aspects of labelling alternatives. In 


some instances it may be desirable to specify different labelling 


janoidtbbs ne notw Bae 


“fode] end of bebbs 2f 


ory" 


va 
Leon oa 

“27D VO SmStioe not dome fe 0 acmotetxa ‘eo 

siaitive a od of Bemeape Gad YMezti nt nes w2o8> 

ng  "YenAstsx MS WOW ony ; hie gesomw2 9 a3 oF % 2fene 

en Sh 2NSSGQS IRENBEIO .fsnotisoubs . pAiyEnMeds 

sort trtened bee 880 (OR BASIIs evsqn2no > dedi Pwee 


| cea 


ozwbhns yd esthul2 Perla svods sty To rebel’ 


> 


$ai 
oe _— ) Ons & 


ony an! vero ,nerismrioini -jo _sonanoget wid 


4 or ft no becuse? phude airs zur 4 ogsda 4 on 


ae 


. 2) 
_ + ow » oye 7 noi Sein an? ais | rou tse 
7 
tits aaaqc02 wit Yo fenaceteaesis2e to eobusiiis std Te” a ? 
-2tismatel te f 


| ae 


bietsetad sastonge 
en ait  e*tesihorg v0) enot teat led 


” Jfayvy so? pean Tagslaoe odd 26w sean. Yo 4 | 
ia P « - a . > onl r+? 
3 SAGs ,Ve | cvs wot norgse nr to hat 99 Ee 2 one - aa 


> & 28 Satizizetonveds Soppow zi TiaeGe 


Y2'ioqg Ontscrars¢ vd «jou?- oainz2 (Oger } h2o8 bn 


/ ahh * sell 

risoss fiiw gms pong. ont ( fordsi Siete onts edsulive: 
hy pager 

Hionebt od sidbeoog et st 2quote “emueno> Teubtvtbmt Ye gon a ote 


mesmmay fA ; ¥ 
eovtisniedis pnt {tedsl v0 rapa at oo ek Thain a s 8 
- xls 


re 
2 16 327 
1 ot et ~ 


onifledsf fmevettib yi eqe oan hoo sm 
. if 


or : 7} _ s . 
: ae hy a VGOoe A 
pip 


: > : 
ny : - 
oa - ; - 
~ _ a ' 
a7 © ” 1. — 
- —_ ey 


requirements based upon differences in product usage in different 
consumer segments of the market. 

Referring to CCI classification label for carpet, Edwards (1980) 
suggested that it 

- « «© must be monitored to ensure maximum understanding 

and utilization of it. A review of consumer awareness 

and use of the program at regular intervals with a view 

to improving its value to all concerned and the positive 

and negative feedback from the industry will ensure a 

proper evolution of the program. 

Wilkie (1976) recognized the need for public agencies to evaluate the 
impact of such programs on consumers and at the same time utilize the 
results to revise or design future programs. 

The CCI classification label is an example of voluntary provision 
of information on the part of one manufacturing sector. This example 
might well be followed by other sectors especially those related to 
home furnishings. If successful, such voluntary schemes might negate 
the demand for government regulation with respect to labelling of those 
products. 

It was hoped this study would shed some light on the 
effectiveness of the voluntary scheme, and suggest ways in which the 
program could be made more effective if necessary. In addition to such 
practical implications, the findings would add to the empirical body of 
knowledge with respect to relationships between consumer information 


and satisfaction, thus contributing to the further development of 


consumer behavior theory. 
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Objectives 


The specific objectives for the study follow: 

1. To determine the stated importance of performance/appearance 
retention as an evaluative criterion in purchasing carpet. 

2. To determine the extent and type of pre-purchase search 
behavior when purchasing carpet; and more specifically, (a) to investi- 
gate the consumer's pre-purchase awareness and understanding of the CCI 
classification label and pamphlet; (b) to determine the extent of use 
of the CCI label and pamphlet as information sources when purchasing 
carpet, the credibility attached to these sources, and their perceived 
usefulness; and (c) to determine the perceived adequacy of the informa- 
tion provided on the label when used alone, in conjunction with the 
pamphlet and/or in conjunction with other information sources. 

3. To determine the effect on consumer awareness, understanding 
and use of CCI label of: (a) demographic variables; (b) lifestyle 
variables; (c) experience in purchasing carpet; and (d) retailer 
attitude toward the labelling program. 

4. (a) To determine if a relationship exists between extent and 
type of pre-purchase search behavior and initial satisfaction with 
carpet performance; and more specifically, (b) to determine if a 
relationship exists between awareness, understanding and use of the CCI 
label and pamphlet and initial expectations of and satisfaction with 


Carpet performance. 
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Null Hypotheses 


A number of null hypotheses have been formulated and will be 


tested to meet objectives three and four. 


pe 


purchase 


Ze 


purchase 


3. 


purchase 


No 


Significant association exists between initial post- 


satisfaction and 


a. 
b. 
No 


extent of pre-purchase search behavior 
type of pre-purchase search behavior 


Significant association exists between initial post- 


expectations and 


No 


consumer awareness of the CCI label and pamphlet 
consumer understanding of the CCI label and pamphlet 
consumer use of the CCI label and pamphlet. 


Significant association exists between initial  post- 


satisfaction and 


ae 


consumer awareness of the CCI label and pamphlet 
consumer understanding of the CCI label and pamphlet 
consumer use of the CCI label and pamphlet. 
No significant association exists between awareness of 
the CCI label and pamphlet and the respondents’: 
(i) sex 
(ii) age 
) 


(iii) education 
(iv) occupation 


(v) income. 
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b. No significant association exists between understanding 
of the CCI label and pamphlet and the respondents': 
(i) sex 
(ii) age 


(iv 


) 

(iii) education 
) occupation 
) 


(v) income. 
Cc. No significant association exists between use of the CCI 
label and pamphlet and the respondents': 
(i) sex 
(ii) age 


(iii) education 


) 
(iv) occupation 
(v) income. 


5. No significant association exists between lifestyle and 


. consumer awareness of the CCI label and pamphlet 


fey) 


ion 


- consumer understanding of the CCI label and pamphlet 
Cc. consumer use of the CCI label and pamphlet. 
6. No significant association exists between consumer experience 
and 
a. consumer awareness of the CCI label and pamphlet 
b. consumer understanding of the CCI label and pamphlet 
C. consumer use of the CCI label and pamphlet. 
7. No significant association exists between retailer attitude 
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a. consumer awareness of the CCI label and pamphlet 
b. consumer understanding of the CCI label and pamphlet 


C. consumer use of the CCI label and pamphlet. 


Definitions 


1. Stated importance of performance - (Carpet performance for 


the purposes of this research will be defined as durability and 
appearance retention. This terminology was assigned by the researcher 
based on consumer responses obtained from the pretest whereby 
performance of the carpet was most frequently referred to as 
durability/wearability, and, the ability of the carpet to maintain its 
original appearance.) The stated importance of performance will be 
defined as the relative salience of such features (ie. durability and 
appearance retention) to the consumer when making the _ purchase 
decision. Operationally derived from responses to items la and b in 
Appendix H. 
2. Extent of pre-purchase search behavior - the degree to which 
a consumer examines or investigates the carpet alternatives currently 
available in the marketplace. The extent of pre-purchase search 
behavior can be subdivided into four measures (adapted from Anderson, 
1977) 
a. Pre-Purchase Period - the length of time in weeks the 


consumer looks for carpeting prior to the actual 
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purchase. Operationally defined as the response to item 
2a in Appendix H. 

b. Number of Stores Visited - operationally defined as the 
responses indicated in item 2b in Appendix H. 

Cc. Total Number of Stores Visits - operationally defined as 
the responses indicated in item 2b in Appendix H. 

d. Other Carpets Considered - a comparison of product 
alternatives, specifically the number of alternatives 
considered as indicated in response to item 2c in 
Appendix H. 

In addition to the above four measures extent of search was 
operationally defined by a composite index obtained by summing (a) 
pre-purchase period, (b) number of stores visited, (c) total number of 
store visits, and (d) other carpets considered. 

3. Type of pre-purchase search behavior - the different 
classifications of information sources consulted by the consumer during 
the pre-purchase search period. Operationally defined as (a) the 
respondent's reported use of source(s) listed in item 3a in Appendix H; 
(b) the helpfulness and usefulness of these sources in making the 
purchase decision as reported by the respondents in items 3a and 3b 
respectively in Appendix H. 

4. Pre-purchase awareness - the level of consciousness on the 
part of the consumer about the existence of the CCI label and/or 
pamphlet during the period preceding the actual purchase. Operational- 


ly defined by responses given by items 6.3 and 14 in Appendix H. 
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5. Pre-purchase understanding - the level of the consumer's 


comprehension of the information appearing on the CCI label and/or 
pamphlet during the period preceding the actual purchase. Operational- 
ly defined as responses to items 8 and 9 in Appendix H. 

6. Extent of use - the degree to which the consumer employs the 
CCI label and/or pamphlet as an information source during the consumer 
decision-making process. Operationally defined as the responses to 
items 11 and 16 in Appendix H. 

7. Credibility - the degree to which a consumer considers 
reliable the information given on the CCI label and/or pamphlet. 
Operationally defined as the response given to item 17 in Appendix H. 

8. Perceived usefulness - an impression on the part of the 
consumer towards the beneficial use of the CCI label alone or in 
conjunction with the pamphlet and/or in conjunction with other informa- 
tion sources. Operationally derived from the responses to items 10 and 
15 in Appendix H. 

9. Perceived adequacy - an impression on the part of the 
consumer about the sufficiency of the information provided on the CCI 
label alone or in conjunction with the pamphlet and/or in conjunction 
with other information sources. Operationally defined as a score 
derived from responses to items 12 and 13 in Appendix H. 

10. Initial expectations - anticipated performance of the carpet 
based on familiarity with the product, previous experience, or on 


preconditioned set (Schiffman and Kanuk, 1978). Operationally defined 
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by. the responses to items 3 and 4 in Appendix F and item 19 in 
Appendix H. 

11. Initial satisfaction - fulfilment of consumer's perceived 
expectations regarding evaluative criteria used in carpet selection. 
Period of time considered here is within the first two weeks of instal- 
lation of the carpet. Operationally defined by responses to items 20, 
21 and 22 in Appendix H and by a composite index obtained by averaging 
(a) satisfaction with carpet, (b) assurance of having made the best 
choice and, (c) meeting the expectations. 

12. Demographic variables - characteristics of the human popula- 
tion obtained through a statistical study that are frequently used in 
the analysis of consumer behavior (Wells, 1974) and as a basis for 
identifying smaller subgroups in our society with their differing 
consumption needs and choices (Schiffman and Kanuk, 1978). Demographic 
and socioeconomic characteristics are operationally measured in items 
24 to 32 in Appendix H. These variables are self-explanatory except 
for occupation which will be categorized according to Pineo, Porter and 
McRoberts (1977). 

iss Lifestyle ivarnidbles = terms used in the study (to) refer tod 
variety of activities, interests and opinions (AIO) (Wells, 1974) which 
are related to the topics under investigation namely consumer aware- 
ness, understanding and use of the CCI label and/or pamphlet, and AIO 
that pertain to the selection and purchase of carpet. Lifestyle 
characteristics are operationally measured in item 23 in Appendix H. 


They are labelled: opinion leader, price conscious, homebody, 
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self-confident, fashion conscious, information seeker, compulsive 
housekeeper, dislikes housekeeping. 

14. Experience - the sum or cumulative effect of the consumer's 
past purchases, previous knowledge and satisfaction with previous 
Carpet purchases and/or use. Operationally defined by the responses 
given for items 5a to e in Appendix H. 

15. Retailer attitude - the tendency of the retailer to perceive 
and act in a favourable or unfavourable manner with regard to the CCI 
labelling program. Operationally defined by the score assigned by the 


researcher based on responses to all items in Appendix D. 
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CHAPTER II] 


REVIEW OF THE LITERATURE 


This study focused on the extent and type of pre-purchase search 
behavior a consumer engaged in when shopping for carpet. The search 
for information and evaluation of it are regarded as major parts of the 
consumer decision-making process. Individuals may differ not only in 
the amount of search, but in the kind and number of sources consulted 
as well as the type of information desired. 

The consumer is an information processing system. This process 
involves the sequences of mental activities employed in a consumption 
context (Wilkie and Farris, 1976). Information is received; processed 
in the control center; something is put out or a decision is made; the 
attitude is changed and a fact or impression is added to memory. 
Information can be stored in two places: (1) the short term memory 
(STM) considered to be the active processing center for consumer 
information processing; or (2) the long term memory (LTM) where fact 
and impressions are stored. This information is accessible to provide 
information to the consumers. Information can move back and forth 
between STM and LTM. As external stimulus is perceived in the STM it 
moves further into the LTM in search for the appropriate context and 


set of guidelines for dealing with new cues. Information received in 
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the LTM can range from purchase intention to attitude change, to adding 
to an impression already existing for a brand. 

The effect of information on a consumer can not be easily fore- 
cast. Sometimes the information may add to the learning process, while 
Other times it may add confusion thus making the process more 
difficult. "The choice of information source is a result of matching 
information source characteristics with consumer information needs" 
(Cox, 1967). | 

The type of information source that a consumer may use is often 
dictated by the evaluative criteria used during the decision process. 
With respect to informative labelling Arbaugh (1974) found that the 
relationship of care as an evaluative criterion in the selection of 
apparel to other evaluative criterion may be a determining factor in 
the information needed at the point of purchase. This may be exempli- 
fied in this study by the fact that 'performance' as an evaluative 
criterion in purchasing carpet may be important to some consumers but 


not necessarily the attribute most desired by the majority of consumers. 


Evaluative Criteria as Determinants of 
Information Use 


In a study of product test reports and consumer reports Engledow 
and Thorelli (1979) found " . . . that consumerism is maturing. Con- 
sumers are becoming more conscious of what they need to know about 


products and more discerning and critical in seeking out the sources 
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which best fit their needs." The quality of information provided may 
affect the quality of the consumer's decision. This was significant 
for those characteristics which the consumer considered most relevant 
to him/her, or for those characteristics which related most directly to 
the function of the product (Sproles, Geistfeld and Badenhop, 1980). 

Sproles, Geistfeld and Badenhop (1980) found objective product 
quality to be a relevant determinant when evaluating the efficiency of 
consumer choice when competitive brand/model combinations can be rated 
relative to one another in a laboratory and/or in actual consumer use 
tests. Relevant to carpet is the presumption that brands can be com- 
paratively rated based on characteristics appropriate to the product 
such as durability, performance of intended function, serviceability, 
safety and economy. These ratings could then serve as the standard in 
determining an efficient choice. An efficient consumer is one who is 
able to distinguish between various levels based on available informa- 
tion such that the consumer agrees with the objective assessment of 
quality. Sproles, Geistfeld and Badenhop (1978) further concluded that 
a direct and realistic measure of efficiency is the consumers' ability 
to rank products by their level of quality and make a purchase pre- 
ference using this knowledge. 

Information presentation format affects the way consumers acquire 
and process the information. Two typical acquisition and processing 
strategies used by consumers are: (1) brand processing whereby the 
consumer examines one brand at a time investigating several attributes, 
and (2) attribute processing whereby the consumer looks at a particular 


attribute and then examines values for each of the several brands on 
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that one attribute (Bettman and Zins, 1979). This second strategy 
appears to be the way the CCI label has been presented, stressing per- 
formance. 

Sheluga, Jaccard and Jacoby (1979) found that the overall utility 
of a particular brand or product is regarded to be some function of the 
estimated utilities of the attributes that comprise it. A prediction 
of choice often follows then that other things being equal, the best 
prediction of which product will be chosen on a given choice occasion 
is the product alternative having the most’ positive’ overall 
evaluation. Cox (1967) proposed that the consumer will follow a 
predictable process in utilizing relevant information that best reduces 
the amount of perceived risk in purchasing the product. Cox feels that 
the consumer assigns value to information based on the predictive value 
of an informational cue. 

The CCI label focuses on the single attribute or informational 
cue, performance/appearance retention depending on traffic. This study 
was designed to evaluate the consumers’ ability to categorize this 
information cue with confidence. It is often found that consumers can 
not distinguish between good and bad cues with confidence. The 
informational cue will not do them any good no matter how high its 
theoretical predictive value, if they cannot relate to it. Cox (1967) 
considered that consumers had evaluated products on two cues: (1) 
predictive value, and (2) confidence value, the latter being a measure 
of how confident they were of categorizing a cue as being either good 


or bad. 
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Anderson (1977) during a laboratory experiment focusing on the 
extent and type of search for the durable product, carpet, found that 
carpet buyers were concerned with a variety of product features when 
making their purchase decision. He found that objective features such 
as content, performance and care dimensions of the product were among 
those least considered by carpet buyers. The question then arises that 
if this is the case is the performance rating on the CCI label of any 
use? Are consumers paying attention to it and if so, is the label then 
a useful information source? Cox (1967) reported that in Wilding's 
(1966) study on consumer information and evaluation of carpets, two 
concepts about consumers were identified: (1) simplifiers, those 
people who like to hold a simple clear cut set of information and 
opinions, preferring information on a dimension in which they already 
have confidence; and (2) clarifiers, those consumers who are able to 
tolerate ambiguity or more conflicting types of information, most 
likely preferring information on a dimension in which they have the 
least confidence. A significant finding of Cox (1967) relevant to this 
study was that consumers appear more likely to utilize or respond 
favourably to performance information when performance uncertainty is 
high. 

Anderson's (1977) research indicated that the aesthetic or sub- 
jective product attributes are much more salient to carpet buyers than 
are functional or objective features such as content, performance, and 
care dimensions of the product. Along the same vein but considering a 
different product category, was a study done by Hutton and Wilkie 


(1980) considering the lifecycle costs as a new form of consumer 
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information. Consumers failed to recognize or chose to ignore the 
Significance of energy costs in comparison to the purchase price of an 
appliance. Consumers had not sought out energy and service related 
information (objective information) during product evaluation (Dickson 
and Wilkie, 1979), and instead opted for increasing convenience in 
product use at the expense of increased price and energy consumption. 

The Canadian Carpet Institute has chosen performance as_ an 
important objective criteria that cannot be readily determined by the 
consumer when purchasing’ carpet. This study investigated the 
importance of performance as an important evaluative criteria. 
Anderson (1977), although he found more subjective product attributes 
were more salient, did conclude that if promoters are going to have 
objective information on the label it should be the aspects of the 
carpet's wear performance. Sproles and Geistfelds' (1978) findings 
which showed consumer dissatisfaction focusing mainly on_ physical 
performance failures (ie. in construction, durability and ease of care) 
seemed to lend support to this proposition. Nichols and Dardis (1973) 
found that of the dissatisfied carpet consumers fifty percent indicated 
dissatisfaction with wear and durability, and forty-four percent 
indicated dissatisfaction with appearance and ease of care. 

Further justification for the CCI label to bear performance and 
durability ratings is to be found in the study by Sproles and Geistfeld 
(1978) where it was revealed that both durability and performance were 
quoted the most frequently as the problem bringing about dissatisfac- 
tion. Similarly Steinger and Dardis (1971) found that sixty-seven 


percent of the problems with clothing and home furnishings were 
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associated with durability. Additional support for performance as an 
evaluative criteria was found in work done by Sproles, Geistfeld and 
Badenhop (1980) who found that, although both brand name and price are 
often thought of as surrogate indicators of quality or desirability by 
some consumers, price and brand were less frequently sought than other 
apparently significant compositional and performance-oriented 
characteristics. 

Essentially the findings of Anderson's (1977) informative carpet 
labelling experiment were that a hierarchical ordering of consumer 
responses to informative labelling exists with the greatest impact 
occuring at the attitudinal and behavioral levels of effect; however, 
the effects of wear information appear to be most enduring. Also, the 
presence of wear information on carpet labels lead to several more 
favourable or better purchasing circumstances. When purchasing in the 
presence of labels containing wear rating information consumers were 
more likely to cite the wear performance features as the highest. They 
tended to choose more accurately in that their choices included carpets 
with wear ratings that matched or exceeded the traffic conditions in 
the end use areas of the home where the carpet was to be used. 
Justification for this research was to ensure that CCI was providing 
useful consumer information on an important product attribute in the 


most effective manner. 
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Extent and Type of 
Pre-purchase Search Behavior 


It is presumed that if a consumer is unsure about selecting a 
product he/she will seek information about that product that will help 
to narrow the choice selection (Anderson, 1977). Cox (1967) proposed 
that in information seeking the most general proposition is that the 
amount and nature of perceived risk will define consumer information 
needs, and consumers will seek out sources, types, and amounts of 
information that seem most likely to satisfy their particular informa- 
tion needs. 

Cluster analysis results indicate that consumers can be clas- 
Sified into three major groups according to the patterns of their 
search behavior (Kiel and Layton, 1981): (1) low information seekers 
who visit few dealers, discuss their purchases with few people and make 
little use of media. They undertake little brand or dealer delibera- 
tion and purchase quickly; (2) high information seekers who spend a 
considerable time deliberating their purchase and employ extensive use 
of various sources of information deliberating on several brands and 
dealers; and (3) selective consumers of which there are three types. 
They include: (i) consumers who undertake high retailer search 
activity and are low in other areas, (ii) consumers who make extensive 
use of interpersonal information and have little use for retailers, and 
(iii) consumers who spend a considerable amount of time in search and 


decision processing. 
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Factors Affecting Extent of Pre-purchase Search Behavior for a Durable 


Product 


There are a number of differences in the types and sources of 
information. These types and sources of information that a consumer 
examines before purchasing the product are dependent upon several 
factors such as product factors, situational factors, personal factors, 
environmental factors, perceived risk and others. An overview of these 
factors will follow with a further explanation later in this chapter. 

Product factors include: (1) the influence of interpurchase time 
within a product class (Engel-Blackwell-Kollat, 1978), (2) the effect 
of price changes (Engel-Blackwell-Kollat, 1978; Locander and Hermann, 
1979; Sproles, Geistfeld and Badenhop, 1980; and Hutton and Wilkie 
1980), (3) product specific information (Engel-Blackwell-Kollat, 1978; 
Sheluga, Jaccard and Jocoby, 1979), (4) the store (Anderson, 1977), 
(5) the product's end use (Anderson, 1977), and (6) the evaluative 
criteria (Engel-Blackwell-Kollat, 1978; Anderson, 1977; Westbrook and 
Fornell, 1979). 

Situational factors include: (1) previous purchase experience 
(Engel-Blackwell-Kollat, 1978; Anderson, 1977; Westbrook and Fornell, 
1979; Kiel and Layton 1981; Sproles Geistfeld and Badenhop, 1978), 
(2) environmental influences such as economics (Engel-Blackwell-Kollat, 
1978; Anderson, 1977; Westbrook and Fornell, 1979), (3) value-related 
considerations (Engel-Blackwell-Kollat, 1978), and (4) the social 
acceptability of the product (Engel-Blackwell-Kollat, 1978). 

Personal factors include: (1) demographic characteristics 


(Engel-Blackwell-Kollat, 1978; Westbrook and Fornell, 1979; Kiel and 
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Layton, 1981; Locander and Hermann, 1979; Arbaugh, 1974; Anderson, 
1977), (2) personality (Engel-Blackwell-Kollat, 1978; Wells, 1974; 
Arbaugh, 1974; Anderson, 1977), (3) lifestyle characteristics (Wells, 
1974; Arbaugh, 1974; Anderson, 1977). 

Environmental factors include: (1) cultural values (Engel- 
Blackwell-Kollat, 1978), and (2) reference groups including family, 
friends, peers (Engel-Blackwell-Kollat, 1978). 

Cox (1967) suggested that perceived risk as viewed by the 
consumer, relates to the following: (1) uncertainty as to what the 
buying goals are, (2) uncertainty as to which product will best suit 
their needs, and (3) the adverse consequences resulting from the 
purchase. It is viewed in relation to the ideal or tolerable level. 

Consumers strive to reduce the variance level between the actual 
and ideal level of risk perceived in the following ways: (i) if 
perceived risk exceeds a desirable and tolerable level the consumer 
will seek ways to reduce the risk perhaps by increased information 
search; (ii) if perceived risk is less than tolerable level, the 
consumer may engage in risk increasing behavior; and (iii) if there is 
a tolerable risk situation, the consumer may tend not to act to reduce 
or increase the perceived risk. 

There are varying opinions as to when and why consumers perceive 
risk with the purchase of a given product. Such factors as: a con- 
sumer's self-confidence to accept external influences such as opinions 
of family and peers, the complexity of the purchase decision increases, 
or, high specific self-confidence consumers showing greater tendencies 


to seek information sources (Locander and Hermann, 1979). 
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If we can determine the amount and nature of the risk perceived 
by the consumer it will help us to understand and predict how and why 
the consumer acquires, transmits and processes information while 
solving problems associated with consumer decision making (Cox, 1967). 

Other factors which have an influence on the extent of pre- 
purchase search behavior include such factors as the consumer's 
attitude towards shopping. "Favourable attitudes towards shopping are 
generally associated with extensive search" (Anderson, 1977). "Support 
has been given to the fact that extensive search is avoided where the 
consumer perceives the concept involved in the purchase decision to be 
a difficult one" (Hustad, 1973). Cox's (1967) work on risk taking and 
information handling suggests that consumers adopt simplified decision 
rules in complex choice situations. However, with the increase in the 
development of new fibres, constructions, and finishes, previous 
experience in purchasing carpet may not be sufficient and may 


necessitate extensive search. Search has also been found to increase 


with unfamiliarity with the product (Bucklin, 1965), and the length of 


time since the last purchase (Katona, 1964; Bucklin, 1965). 

Also important to consider is the question of how far in advance 
consumers plan their durable product purchases (Ferber, 1955). 
Important to the purchase of a durable product like carpet, and aware- 
ness of the CCI classification label, is the amount of time spent 
looking for carpet. Ferber (1955) has indicated that the planning 
horizon varies by type of goods purchased. What is the prevalence of 
impulse buying with a durable product? To what extent do consumers 


make purchases on the spur of the moment? Often a determinant of the 
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amount of search for information is the cost of same (Sproles, 


Geistfeld and Badenhop, 1978) relative to the benefits gained. 


Type of Pre-purchase Search Behavior 


"The overall objective in the provision of information to the 
consumer is that it will be pertinent, comprehensive, useful and under- 
Standable" (Coney and Patti, 1979). Nourse and Anderson (1973) in 
their examination of the effects of information labelling on a consumer 
durable purchase found that various types of consumer information 
schemes have been implemented, including comparative testing, quality 
certification and informative labelling. Though consumer information 
schemes differ in detail, their common goal is informed consumers who 
Can make more intelligent purchase decisions when provided with 
objective, factual information on the contents and/or performance 
Characteristics of competing products. It would appear straightforward 
to design a program by simply finding out what information consumers 
need, and then require that the information be made available to the 
consumer. However, problems exist relating to such things as ‘consumer 
information processing’ concerns. Do consumers know what information 
they need, or do consumers possess the necessary means to utilize the 
information (Wilkie and Farris, 1976)? 

With an ever changing marketplace where product information is 
increasingly necessary, delivering the proper information in the right 
format has the potential of being a powerful differential advantage. 
Bridging the consumer information gap by providing the right kinds of 


information in the right amount in the right places at the right times 
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will aid in overcoming the gap. Programs that attempt to ensure the 
availability of standardized, authoritative factual unbiased product 
information im Fee marketplace will help to promote rational choices 
among competing product alternatives (Anderson, 1977). Coney and Patti 
(1979) found in their program designed to provide substantiation of 
scientific and puffery product claims made in television and magazine 
advertising, that many advertisers seemed unwilling or unable to 
provide consumers with the type and amount of information that will 
clarify vague, unclear statements, substantiate claims about product 
performance, and provide facts from which informed choices can be 
made. Ratchford (1980) quotes Salop and Stiglitz, 1977 as saying that 
relatively large numbers of well informed consumers can discipline the 
market and poorly informed consumers can benefit directly from the 


information held by others. 


General Information Sources 

The objective of effective marketing and specifically labelling, 
should be to serve the consumer effectively and profitably. Part of 
this service must be an information service (Cox, 1967). Cox proposes 
three types of communication channels through which the consumer may 
obtain information. Each source has different characteristics and 
costs associated with it which may affect the consumer's use of the 
sources. The first iS marketer-dominated sources. Information is 
communicated to the consumer through sources such as advertising, 
packaging, salespersons, tags, pricing, promotion and labelling. Such 


channels are low in cost to the consumer, often demonstrate the use of 
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the product and may be perceived as trustworthy. Marketer-dominated 
Channels are used by the consumer when time and effort are at a premium 
and obtaining information from other sources is not justified. Cox 
(1967) cites the findings of Cox, Beal and Rogers (1958) revealing that 
marketer-dominated channels are important at the awareness level; 
however, as the consumer moves to the evaluation stage when evaluative 
high confidence value information is required and the perceived risk is 
increasing, the consumer-oriented channels become more important. 

Wilkie and Farris (1976) in a study of consumer information 
processing and its implications on advertising identified the following 
post-purchase evaluations of various marketer-dominated sources: (1) 
consumers using magazine/newspaper ads had low confidence that the 
choice made was the most suitable for their need; (2) consumers using 
booklets on carpeting felt low to moderate satisfaction with this 
information source and experienced low satisfaction with their choice; 
and (3) consumers who relied on salespeople as an information source 
expressed high satisfaction with the information available and their 
puchase choice. They also had a high confidence level that the choice 
they made was the best for their needs. 

The second information source proposed by Coxe 419677)" 15 
consumer-oriented sources. Information is transmitted through 
word-of-mouth via peers, friends and family. Information obtained this 
way could be more costly in terms of time and effort especially if 
sought after. Consumers have a tendency to view information obtained 
this way as being more complete. Two types of interaction are 


proposed. The first is a two step flow of communication whereby 
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opinion leaders volunteer or suggest information to followers, and 
secondly, a consumer seeks information from another whom he/she 
recognizes as having some expertise in that product category. This 
type of information is often viewed as being more credible than 
volunteered information. 

Consumer-oriented channels are sought: (1) when a perceived risk 
is aroused perhaps by stimuli of information supplied by marketer- 
dominated sources; (2) when the psychological risk is sufficiently high 
to justify time and effort required to obtain information through these 
channels; and (3) when perceived risk is high and the consumer is 
concerned about making a mistake in product choice (Cox, 1967). 
Consumer-oriented sources are viewed as high confidence value sources, 
but are often viewed as less valuable sources in predicting actual 
performance. Consumers have also indicated that they experienced low 
to moderate satisfaction with their choice when relying only on 
consumer-oriented sources. 

The third type of information sources are neutral sources. 
Neutral information sources include product information obtained from 
comparative product reports such as Consumer Reports and governmental 
Or public agencies. They are viewed as excellent sources of perfor- 
mance information and offer the consumer both positive and negative 
facts about the product in question. 

Public policy programs have been developed to help change the 
consumer information environment and present a neutral examination of 
competing products. Public policy programs are non-directional in 


nature, an obvious benefit to the consumer seeking factual performance 
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information about competing products. Though many sectors of industry 
are adopting voluntary product testing and information programs such as 
the CCI carpet classification label it is likely that further legisla- 
tion and regulation by government or public agencies will be proposed 
regarding disclosure test-based performance data on products (Sproles, 
Geistfeld and Badenhop, 1978). This research attempted to study the 
value of information programs in improving efficient consumer choice 
thus justifying the disclosure of this type of information in the 
marketplace. 

Sproles, Geistfeld and Badenhop (1978) also pointed out that many 
actions regarding safety, informative labelling and warranties are 
voluntarily taken by manufacturers as a competitive marketing strategy 
and may stop the necessity of mandatory regulation. Wilkie and Farris 
(1976) revealed that the prime focus of the Federal Trade Commission in 
the United States was to initiate programs of proaction designed to 
reduce the possibility of deceptive advertising. The expected result 
should be: (i) corrective advertising to remedy residual effects, 
(ii) counter advertising by offering more product’ information, 
(iii) affirmative disclosure providing more information to clarify 
significant elements or aspects of a brand's performance, and (iv) a 
breakdown of legal barriers of advertising allowing comparisons, for 
example, competitors comparing brands along salient product attributes. 

When marketers, government and public agencies are designing 
consumer information programs they must keep in mind that " 
effective consumer information programs lie in the timely incorporation 


of the realities of consumer behavior into policy decision" (Anderson, 


22 


26 nove ems word not ss 


pniogtasb 38 28} 2n8ps. atigue brs fasinsvop —— 


wiaubni To 210i5e2. qnem. gl 


-glztool yadtqwt ted yloadtt “7 + 
haeoqorg od fftw estoneps off 
.2oforqe) etauboyq nO stab sn beesd-t2sd | 
43? vbute o3 badqmetts do wse8s efit (eter +0 z 
sctods -wamenoa Inehottts ontverapit: at zmenpone nottam 

eid of moliswot? to equ ehii-de etiecloeth sat ontyt 
ynem 603 duo pedniog eels (SV@T) garinebsd “brs bietseted .aete 
e716 2stinsiisw bos pnilfeds! «avidin? .yYiotse Patetwepeyy 
vests de onfiedven svistteqmao S§ te ee wiostunsn 4d nsase yi? — 
>i77184 bre SixfiW .noftaluges ysotsonsm To ¥2tazeaen Snes gost yan 
nt nofzeimmod obey? fevebed std Fo endo? satea ond Dad? botsover aX) 
ot bonpt2sb sotjssouy YO eiespoyg eteltint of° cow e353 badiall! eet 
S{u2e, besseqgxs sat .patetinevbs ovidqsosh Yo vibitdlzeog ant a: x cy 
,2jostie taubtesr. vbamsy. oF prt BFS revoR svisoarws (®) 9d) hua ode. 
.worisamoini. tovboue . arom. coniwrio .y¢ pots tdunbe coanwe> (U4 7) 
vtinsfs. eo} pottamotat stom gateivong owealséth evident tis CHE) 
s (vt) bone ,soasmnotiedq 2‘baewt +o 2339925 0 ee 
10? ,enozinsamoa potwolfs. oolatieevtis 30 shee lepst Sh we ; 


.2adudtsits Joaubow Inotise gnats tbns7d pn tysqmoa: ‘aiieenell 


5 
a 

<@ 
aie 


[pan 


ea ® Madd batm ate gaat sau yard ams1gorq pi pei * 


m 


not isroqwant xlemtd edd ont abt ara risa 
sta2vebnA), “notatoab olen omb.* ae 
ee 


a 
r 
aw as a, - 
: 


1977). Programs of voluntary and/or mandatory product standards such 
as the CCI classification label may be the long-run solution to 
problems of product performance and associated dissatisfactions. 

It would be an over-simplification to say consumers' purchasing 
activities are governed by one information source (ie. one of the 
marketer-dominated, consumer-oriented or neutral sources). Marketers 
must allow for a combination of hybrid strategies (for example, a 
personal recommendation which is a consumer-oriented source combined 
with limited search and evaluation, that being a marketer-dominated or 
neutral source) (Olshavsky and Granbois, 1979). For experienced 
consumers the most important source may be retrieval of information 
from their long-term memory (LTM) supplemented by other sources when 


the consumer requires more information than that which is on file. 


Specific Information Sources Related to Carpet 

Anderson (1977) makes specific conclusions relating to the 
qualitative or type-dimension of search behavior as follows: (i) 
Carpet buyers consult a variety +9 types and information sources, (ii) 
carpet buyers do not place equal value on information sources, (iii) 
the relative importance of information sources to carpet buyers varies 
depending on how importance is defined, and (iv) carpet salespeople and 
consumer-oriented information sources are more important to carpet 
buyers than media or neutral sources. It is recommended that suppliers 
of product information design their disclosures of product information 
with the salesperson, a marketer-dominated information source, in 


mind. Westbrook and Fornell (1979) suggested 
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. . . that different shoppers may require different 
retail selling approaches. For example .. . advice 
seekers might benefit from specific brand or model recom- 
mendations and objective shoppers may benefit from a 
low-key approach whereby the salesperson and _ other 
promotional efforts emphasize f actual objective 
information. . . 


as is found on the CCI carpet classification label. 


Consumers' Awareness, Understanding and 
Use of Informative Labelling 


Thorelli (1972) describes labelling in the following manner: 


Labelling denotes an activity in which an organization 
after establishing certain norms as to the range and 
depth of information about product characteristics to be 
declared on the label, will permit interested producers 
of the organization to attach an informative label to 
their products. The label on a certain brand of a given 
product will state where on a scale established for each 
ChayacteriSorc i. as itndate pahuiculak «brand. 1S, to, ‘be 
found. This is determined in advance by tests. A 
manufacturer may continue to use the label only as long 
as his products comply with the information given on it. 


Arbaugh (1974), in her study of the usage of care label informa- 
tion, noted that while numerous researchers have attempted to assess 
the use made of label information in the selection and care of textile 
items, a comparison of the results yeilded varying information about 
the importance of the label as an information source. Possible reasons 
for the observed differences include: (i) the studies were conducted 
at different points in time with differing consumer samples; (ii) the 
researchers' definitions of usage were not always identical; (iii) 


different methods of data collection were used; and (iv) consumers may 
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not always report their behavior as it actually was in order to appear 


the prudent shopper. 


Pre-purchase Understanding of the Information Labels 


Labels are a means of communicating information to the consumer 
and vary in type and amount of information. They are of little value 
to the consumer unless he/she knows and comprehends terminology used on 
the labels and is willing to take the extra time to read and follow the 
information. 

Several studies to date have indicated that a lack of use of 
labels is due to a lack of understanding of the labels. An example of 
this is the lack of understanding of textile terminology (Labarthe, 
1964). Mason and Bearden (1979) found that the subjects had a problem 
of reading and understanding the ingredient labels of packaged foods. 
Kincaid and Hatch (1978) concluded that consumers do not understand 
care labels and do what they consider acceptable. Many consumers 
particularly those from low socioeconomic backgrounds who can least 
afford to make mistakes when selecting and caring for clothing have 
been found to have an inadequate understanding of textile terminology 
(Arbaugh, 1974; Anderson, 1977) 

Another problem leading to the misunderstanding and lack of use 
of labels cited by McCullough and Besh (1980) was a study done by 
Jacoby, Chestnut and Silberman (1977) on consumer preferences for food 
label information. Increased amounts of information given on a label 
lead to a problem termed information overload causing the consumer to 


become disfunctional and reducing the accuracy of choices. Jackson 
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(1977) found that increased information (ie. including more information 
than simply indicating an apparently salient item on labels disclosure) 
tends to depreciate the understanding and use of the label information. 
Wilkie and Farris (1976) proposed that a stress on consumer 
cognition (including product understanding and brand knowledge) would 
assume that consumers want and can use more product information. 
Emphasis would be on complete disclosure with a high degree of 
specificity, omission of overall grades and an increased number of 
information dimensions. However, such disclosure would require 
increased cognitive effort from the consumer and often the basis for 
limited information seeking is a lack of search ability. Because brand 
alternatives are quite fully described and therefore subject to more 
trade-offs, we might expect the consumer to consider more alterna- 
tives. However, the consumer often becomes more anxious and is not 
able to handle the complexity resulting in an inability to make a 


choice. 


Consumers' Use of Information Labels 


Extent of Use of Information Labels 

Labels are designed to identify a product and its makeup, 
characteristics and uses providing the consumer with fiber content, 
care instructions, special finishes and classifications (Arbaugh, 
1974). With the availability of factual, objective information it is 
presumed consumers will choose the product which is best suited for 


them. Sproles, Geistfeld and Badenhop (1978) have identified consumer 
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sophistication as being acquired knowledge and previous experience with 
other purchases. It is likely that this acquired sophistication will 
affect consumers’ use of informational inputs in the purchase 
decision. Even consumers with low consumer sophistication will benefit 
and have an equal opportunity to buy a high quality product when 
extended information and alternatives are available and used. Sproles, 
Geistfeld and Badenhop (1978) concluded that there is a strong support 
for factual information increasing consumer efficiency in purchasing 
products. 

Arbaugh (1974) identified a need for more textile information 
being made available to consumers, but also recognized that simply 
providing information via labels alone cannot fill the consumer infor- 
mation gap. Consumers must be made aware of such label information and 
use it. The problem arises as to how to disseminate the information 
(Wilkie and Farris, 1976). Arbaugh (1974) noted that the low awareness 
and use of the Permanent Care Label should not be taken as evidence 
against the continuation of the program, but rather as an indication of 
the need for increased promotional efforts to make consumers aware of 
the program. Anderson (1977) drew the same conclusions regarding the 
impact of the informative carpet labels and suggested an educational 
program accompany informative label disclosure to ensure consumer 
awareness and use of the label resulting in a more efficient purchasing 
decision. 

With the introduction of an educational program comes the deter- 
mination as to the relationship between consumer awareness of such a 


program and the consumers' willingness to pay for this (Jackson, 
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1977). Engledow and Thorelli (1979) questioned the availability of a 
budget to allow for creative promotion of the information and indicate 
this has been a weak spot with product testing agencies. The agencies 
have provided only limited budgets resulting in " . . . sterile and 
unimaginative programs". 

How the market information is presented is important in the 
analysis of awareness, use and understanding of informative labels. 
Arbaugh (1974) suggested an effective way to disseminate the 
information would be to acquaint consumers with the availability of the 
information briefly pointing out the key advantages for its use. 
Illustrative material rather than lengthy explanations would be an 
effective means of communicating. In the case of selling carpet, 
Anderson's (1977) results showed that the carpet salesperson is the 
dominant source of information for carpet purchasers, and_ that 
promotional dollars spent on making consumers aware of such programs as 
informative labelling would best be spent at the retail level in 
educating carpet salespersons and providing point-of-purchase product 
information. 

The CCI carpet classification has been in effect now since April 
1979. This study examined the awareness, understanding and use of the 
CCI label in an attempt to evaluate the label's worth. It was supposed 
such information could be helpful in alerting the CCI, carpet manu- 


facturers and retailers to future promotional needs. 


Credibility Attached to Informative Labels 


The reputation and credibility of the retail store could be a 


38 


: - 
¢ to ystiitdslisve 


, 


sgectbat. bre nottemoint 98 
esioneps eat .« — SDS pntsead 


bos oltwt2e. vw." at tit 


a: 
oft at instyommt 2f .betneestg. 27 Rotiamiotat 
2fsde{ svitsmrvoint Yo. onttnadgaebaw brs eeu 
mn i 
oft sdanimeceth oF Ysaw— SvRRpSTIS.16 bstoouaua 


an 
oft to yitlitdsltsyvs sdt dite owemenoa Inf gup36 of od biuow not Saar 


ou ati wo? #epstnevbs yos edd. duo. Baiint og <n oat rot 


ns od bluow enotisasiqxs yitone! mand weirs Istwosen ovhdengat 


ontifez,. to 9289. aft Al .petjeot num. to caaal 4297 


oft 2¢ nozvenes!s2 tequsa od? Sedd bewode efluear (ner), 2' noetabe. 


tsit bas ,2veesdowa, deqisa 01 not dear ow! io. some 4 
PMA TPOTG SNe TS Stews 2 OMMIeNOD on tysm no tasqe “ene hfe 6 a4 
nr isvet liste, sad ré Inaae ad Jeged bi vow poliiedet 8 viteario Dn 


cova «sesfdowa-to-datog ontbivow bee anozvagesise taqs3 ent teoub 


= aa 7 _ =) 

: — 7 d — 7 ¥ 

ae ae Alt ‘Jem ) TF. 
a , 


4 ; a - os - - 4 wea 
fisgA aante won fostts. af ngec 264 nptis or tier 619. “7 13 att: : 
7 7 
ez brs pntbaste+sbaw eaananaws ont bon tmand. bose ateT «RXe 


ane * 
bozogsue 2sw 31 .ttnow 2’ fedal ant steulsy vo ot damned we ft fede 


-unem. 460762 ,199, ott. ontivele: a {arafsd =a } btu otjamw tn 


2 7 
oa - 
»ebeon: ten 


- : 7 mF -_ 
al 
6. ad Dives sws2 exten ry qe | 233... ‘S. 
ie eats 
=> - Oh vie 
a | 


as - 


1 


f ne 
a 


: 7 
ne 


determinant factor in the credibility attached to informative labels. 
NcNeill and Wilkie (1979) found in a study investigating the perceived 
worthiness of informative energy labels attached to appliances, that on 
the initial shopping visit to a well-known local appliance store the 
findings revealed a significant effect from use of the labels on the 
model preference and overall impressions with respect to the energy 
inefficient models. 

Another factor affecting the credibility attached to informative 
labels is the influence of time (Engledow and Thorelli, 1979). 
Situational variables such as changes in the environment can affect a 
consumer's perception of information. 1970 ended a decade of 
unrestricted financial boom. Consumers were willing to experiment with 
many new products. By 1976, however, the country was recovering from a 
serious recession. Consumers were becoming more skeptical of products 
and accompanying information. They sought out the information sources 
they viewed best fit their product needs. Consumers were skeptical of 
information published by consumer agencies and public institutions. 
The information was seen as ". . . less reliable, less clear and less 
useful . . . " (Engledow and Thorelli, 1979) than other information 
sources. Consumers had little confidence for the methods of product 
testing. Information in publications such as Consumer Reports that had 
long been considered a reliable, unbiased source of product information 


were being challenged by consumers (Engledow and Thorelli, 1979). 


Perceived Usefulness and Adequacy of Informative Labels 


Sproles, Geistfeld and Badenhop (1980) found that a consumer was 
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more efficient (i.e. making the best product choice for his/her needs) 
in his/her purchasing activity with the increasing use of information. 
The more information that was available the more efficient the purchase 
decision. Also, in their 1978 study they concluded that marketing 
information can have a positive influence in making an efficient 
choice. The more informational cues the consumer receives, the 
increased likelihood there is of an efficient choice. These two 
studies identified the importance of informational inputs in a purchase 
decision. 

The way or format in which the information is presented can also 
have important implications on a consumer's purchase decision (Bettman 
and Zins, 1979). The important question in evaluation of the CCI 
classification label was: does the label contain the- right 
information, in the right format, and is it being used?. 

Nourse and Anderson (1973), in the analysis of the effects of 
informative labels on a consumer durable purchase found that only 
seventy percent of the consumers interviewed responded yes to the 
provision of informative labels. This was not a highly significant 
number since no apparent direct costs would have been imposed on the 
consumer. Also, the researchers found that the inclusion of 
information that had been identified by the consumers as to what they 
would like to see on a label did not alter their product choices. 

What type of information is needed on the informative labels to 
make a significant contribution to helping the consumer decide on which 
product to choose? Bettman and Zins (1979) reported executives 


believing that consumers have adequate levels of product information. 
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Wilkie and Farris (1976) also revealed that critics of advertising and 
marketing practices contend that information that is relevant to a 
product choice is not being made available to consumers and by doing 
this the consumer is placed in a position of ". . . enforced ignorance 

-" resulting in ". . . higher prices, artificial brand differences 
and stress of nonfunctional frills that represent no real benefit to 
the consumer. . .". Engledow and Thorelli (1979) indicate a serious 
deficiency lies in determining what is the right information to be 
included in the ". . . communications mix relevant from the consumer's 
poanteof Wiew helagkw: < 

| Sproles, Geistfeld and Badenhop (1980) contend that there is 
widespread belief that objective product information uncluttered with 
distractions or puffery will enhance consumer decision-making. This 
holds true especially when additional information on a brand's perfor- 
mance and composition are available along with other’ traditional 
marketing information. 

Anderson (1977) found that informative carpet labels had limited 
impact on a carpet choice. The influence of the label tended to be the 
greatest for wear rating disclosure in two instances. When wear infor- 
mation was presented together with additional less salient information, 
it was greater among higher socioeconomic groups. And, it was greater 
when buyers were alerted to the existence and contents of informative 
labels prior to shopping. This implies that the impact of the informa- 
tive labelling programs may be increased by accompanying promotional 


efforts. 
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Relationships Existing between Use of Labels and _ Post-purchase 


Satisfaction 


In a study by Swan and Combs (1976) to determine the influence of 
“instrumental characteristics" (i.e. those features involving physical 
performance such as durability) and "expressive characteristics" (i.e. 
those features of a more psychological nature such as fashionability) 
of a product, it was found that consumers in judging the performance of 
a product compared actual performance outcomes to the outcomes that 
were expected for the product. If the physical performance of the 
product was below expectations, then the product was likely to be 
categorized as dissatisfactory. If both instrumental and expressive 
outcomes were equal to or exceeded expectations, then the consumer 
tended to judge the product as satisfactory. 

A similar conclusion was drawn by Sproles, Geistfeld and Badenhop 
(1980). Their findings indicated that price and brand which had been 
thought of as surrogate indicators of quality or desirability by some 
consumers, were considered less important than "compositional" and 
"yerformance-oriented characteristics". 

There are many questions consumers ask themselves when assessing 
their satisfaction with the purchased product. Did they make the best 
choice for their needs? Did they buy the best product for the money? 
Would they shop differently the next time? Was the product information 
that was available useful in making a satisfactory choice? 

Some answers to these questions have been proposed by Sproles and 
Geistfeld (1978). The availability of informative labels should reduce 


the incidence of consumer dissatisfaction and increase satisfaction. A 
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study by Steiniger and Dardis (1971) indicated that informative care 
labels and tags on clothing will help to increase consumer satis- 
faction since consumers will be informed of the correct way to care for 
and clean their garments thus reducing the probability of damage. 
Similarly Steiniger (1970) found that those consumers who reported they 
used care labelling information tended to be more satisfied with 
textile product performance than those who did not use_ the 
information. The increasing recognition of the importance of 
informative labelling programs (such as the CCI classification label) 
by both government and industry should lead to greater consumer 
satisfaction. 

Another important factor in determining the extent and type of 
pre-purchase behavior is the consumer's purchase experience of the 
product class. It is assumed that a consumer's information needs wil] 
be decreased if the consumer has enjoyed satisfaction with a previous 
purchase and in the opposite direction, dissatisfaction of a previous 
purchase should lead to increased information search (Westbrook and 


Fornell, 1979). 
Factors Affecting Consumer Awareness, 
Understanding and Use of Labels 


Some factors that marketers and researchers have identified as 
being influential in determining extent and type of consumer informa- 
tion search and post-purchase satisfaction include consumer demographic 


and lifestyle characteristics. If marketers were able to establish the 
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important characteristics relevant to their product, it is presumed 
that they would be better equipped to tailor an effective marketing 


program best suited to their customer. 


Demographic Characteristics 


Demographic characteristics to be considered in this study 
include sex, age, level of education, occupation, total family income 
and number of family members living at home. Other research done to 
date has indicated these characteristics in combination or alone have 
proven to be determinant factors in purchase behavior. 

Market segmentation has traditionally been based on the recogni- 
tion that broad markets for products are made up of small homogenous 
markets. Products are designed for specific homogenous submarkets 
within the larger more diverse market. Consumers are different from 
each other in their needs and these differences are related to the 
demands in the marketplace. If segments of consumers can be isolated 
within the overall market it is presumed products will better meet the 
needs of the consumers. With respect to the use of informative labels, 
by identifying and describing those consumers who do not make use of 
labels, implications can be drawn for the development of alternative 
effective programs (Arbaugh, 1974). 

The following examples demonstrate some influence these various 
demographic and lifestyle characteristics have had on _ consumer 
behavior. Arbaugh (1974) cited the findings of Skaggs (1973): a 
significant association was found to exist between the consumer's 


awareness of the care label and level of education. Those respondents 
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with a higher level of education tended to rate the usefulness of the 
Care information higher than those with less education. Also, there 
was a Significant association observed between education and/or income 
and use of care information. Age was another factor to be considered 
as older respondents rated labels more useful than did younger 
respondents. 

Westbrook and Fornell (1979) concluded that education was assumed 
to increase the consumer's need for information including the use of 


Consumer Reports plus extensive visits to retailers. 


Lifestyle Characteristics 


Lifestyle analysis considers the consumer's personality traits, 
activities, interests and opinions. Lifestyle focuses on_ broad 
cultural trends and needs, and values that are thought to be closely 
related with consumer behavior. These attributes provide descriptions 
of consumers in the language of every day conversation and thought, 
thus humanizing (Demby, 1974) the research output. 

An example where such knowledge can be important to the marketer 
is in determining the perceived risk of a consumer for a product. It 
is important to consider the individual's dominant personality needs 


and cognitive style (Cox, 1967). 
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CHAPTER IIT 


METHODS AND PROCEDURES 


A consumer survey was conducted to examine the effectiveness of the 
CCI classification label for carpets. The procedures that were carried 
out are presented in this chapter. Topics discussed include the 
conceptual framework that was used as a basis for the procedures, 
selection of the consumer sample, description of the instruments, 


limitations of the study and a summary of the statistical analysis. 


Conceptual Framework 


For the purposes of this study, the Engel-Blackwell-Kollat (1978) 
consumer behavior model (Appendix J) was chosen as the basis for the 
conceptual framework as this model describes most completely in 
logical, organized terms the stages of an individual's buying 
behavior. The five steps include: (1) problem recognition, (2) search 
for information, (3) alternative evaluation, (4) choice, and (5) out- 
comes of choice (satisfaction or dissonance). The degree to which each 
step is pursued is dependent upon the consumer's perception as to 
whether the purchase is of ". . . sufficient importance to warrant 
extended problem solving" (Engel-Blackwell-Kollat, 1978). 

The magnitude of the purchase decision is the determining factor as 


to the number of stages the consumer will engage in. For items pur- 
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chased on a habitual basis it is assumed the consumer advances directly 
from problem recognition to choice omitting the search and alternative 
evaluation stages. However, it is presumed that the purchase of 
Carpet, a non-habitually purchased product, might conceivably involve 
the consumer in each step. 

The first stage of the consumer decision process is_ problem 
recognition whereby the consumer acknowledges a difference between a 
perfect state of affairs and the actual state at that moment. Dis- 
equilibrium occurs when the individual, stimulated by motives or by 
external stimuli such as new information from consumer-oriented, 
marketer-dominated or neutral sources, strives to satisfy this eh 
desire. 

The individual then moves into the search stage of the decision 
process. The individual engages, instantaneously and most times 
unconsciously, in internal search to determine if stored information or 
experience will satisfy the problem's needs. If there is sufficient 
feedback no external search is likely to occur. If not, however, it 
will necessitate the individual seeking further information. 

Concentration in this study was on the search stage of the carpet 
consumer's purchase decision. For this reason the Engel-Blackwell- 
Kollat (1978) model was useful as it discusses motivating factors and 
costs of search behavior that appeared relevant to this study. 

Motivating factors suggested by Engel-Blackwell-Kollat (1978) that 
are of particular concern to this study included factors such as the 
amount and quality of stored information. This involved considering 


the amount of satisfaction the consumer had experienced with previous 
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purchases and the period of time which had elapsed since the last 
purchase. Engel-Blackwell-Kollat (1978) proposed that the suitability 
of the stored information may be affected by a long period of time 
elapsing between purchases. 

This model further takes into account the perceived risk involved 
in the purchase search. Considerations such as price, length of time 
the consumer will live with the product and the magnitude of alterna- 
tive product selection seemed pertinent to this study. 

Certain costs of search that were relevant to this study included 
the amount of search (such as the number of store visits) and 
information overload. Psychological costs like dealings with incom- 
petent salespeople seemed appropriate considerations since the review 
of the literature pointed out the strong influence the carpet sales- 
person has on a carpet purchase. 

Lastly, the Engel-Blackwell-Kollat (1978) model allowed for inves- 
tigation of personality and demographic characteristics and their 
effect on consumer search behavior. A group of lifestyle variables 
(adapted from Wells, 1974) that were considered relevant to a carpet 
purchase were examined. 

Throughout the search stage the information collected has been 
processed and has become part of the long term memory. The consumer 
uses this information in the next stage, alternative evaluation. 

Product alternatives are compared against criterion or _ product 
attributes as set forth by the consumer as important in the purchase 
decision. The stored information and consumer experience together with 


the evaluative criteria assist the consumer in making a choice. 
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The final two 'stages' in the decision process model are choice and 
Outcomes. This study touched briefly on the outcomes stages in evalua- 
ting the degree of fulfilment of initial post-purchase expectations and 
Satisfaction. A more in depth study of choice and outcomes will be 
dealt with in Phase II of the research. 

It is important to note here that environmental influences such as 
family, reference groups, income and social class, can affect the 


consumer at the various stages in the decision-making process. 


Selection of the Sample 


The population for the study was comprised of consumers who had 
recently purchased carpet. With the assistance of a major carpet 
distributor and cooperating retailers a sample of carpet consumers in 
the Edmonton area was selected. The sampling took place from early 
June, 1982 to late July, 1982. 

The retail outlets were selected to represent three different types 
of establishments: small and large independents (specialty carpet and 
interior decorating), and department stores. The group of retailers 
was comprised of five small independents, three large independents, and 
three department stores (including a total of 10 stores). 

The participating retailers were approached in advance of the study 
by telephone and then immediately sent a letter of introduction 
(Appendix C). They were asked to give a letter introducing the study 
(Form A or B, Appendix E) to all consumers who actually made a carpet 


purchase. For those retailers who preferred to supply the researcher 
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with a list of carpet consumers and whom the researcher would in turn 
contact directly, Form A applied. Where the retailer preferred to ask 
the consumer if they were willing to participate and then provide the 
researcher with only the names of the willing participants, Form B was 
applicable. 

In fact, very few consumers actually received either letter of 
introduction. The researcher obtained the names of carpet consumers 
from the retailers and contacted them directly. The retailers would 
then fill out the accompanying Consumer Information Record (Appendix E) 
for each consumer. 

A proportionate sample of consumers was to have been selected 
relative to the volumes of each type of retailer establishment. 
However, due to the small number of consumers actually purchasing 
carpet during this period it necessitated the researcher taking al] 
available names from each retailer. Thus, these 203 consumers formed 


the initial sample for this study. 


Description of the Instruments 


The data was collected in the following manner: 

1. Retailer Interview Guide (Appendix D) - Each participating 
retailer was interviewed, to determine retailer awareness, understand- 
ing and use of the CCI label and/or pamphlet. The instrument also 
served to further introduce the research study. Based on the informa- 
tion provided by the retailer, the researcher assigned an attitude 


score to be used in the analyses. 
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2. Consumer Information Record (Appendix E) - Each participating 
retailer was asked to complete the Consumer Information Record for each 
consumer taking part in the survey. The record indicated general 
information on the carpet purchase. This instrument was attached to 
the Initial Letter of Introduction (Form A or B as applicable, Appendix 
Er 

of Initial Telephone Interview (Form A or B as_ applicable, 
Appendix E) - This instrument served as a further introduction to the 
consumer about the survey. The interview also helped to identify the 
consumer's initial expectations of mre Carpet performance. 

4. Consumer Self-Administered Questionnaire (Appendix H) - The 
questionnaire was designed to investigate the following variables: (a) 
stated importance of performance/appearance retention, (b) extent and 
type of pre-purchase search behavior, (c) awareness and understanding 
of CCI classification label and pamphlet, (d) extent of use of the CCI 
label and/or pamphlet, (e) perceived usefulness and perceived adequacy 
of the label when used alone, in conjunction with the pamphlet and/or 
in conjunction with other information sources, (f) credibility attached 
to the CCI label and/or pamphlet, (g) initial expectations of and 
satisfaction with carpet performance, and (h) demographic variables, 
lifestyle variables, the consumer's experience with carpets = and 
retailer attitude toward the CCI labelling’ program. The self- 
administered questionnaire replicated in part that of Anderson's (1977). 

All instruments except the Retailer Interview Guide were pre-tested 
with a small sample of consumers who purchased carpet from Sear's 


Heritage Mall Store, Edmonton, during late April and early May 1982. 
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Statistical Analysis of Data 


All data were coded and transferred to computer cards ffor 
analysis. Descriptive information was reported in frequency counts 
and/or percentages. The hypotheses were statistically analyzed using 
the following tests: the Pearson product-moment correlation coef- 
ficient, the Chi-square, T-test and One-way analysis of variance. 
Table 1 indicates the variables considered, the level of measurement, 


and the method of statistical analysis for each hypothesis. 
Delimitations of the Study 


The study was delimited as follows: 


1. Only consumers that had recently purchased carpet’ were 
included in the study. Due to the infrequent purchase of carpeting, 
the selected sample was chosen as representative of consumers who had 
been recently exposed to consumer search behavior for a carpet and who 
were most likely to have seen the CCI classification label and/or 
pamphlet. 

2. Only consumers who had bought carpeting sold by the square 
metre were selected as this was the only type of carpet that bore the 


CCI label. 


52 


cal 


_ bed ofw 2samu2nes to oviseinseeget 28 1S20n> gan efqmie | 


SN =. eee 


< ara, 
T 6 tomets! 
107 ebiso teduqmO> oF 
atnyo2 yonsupaq? nt | 
putew besylens yilsotsetist2 S49 
-te02 notiafeyio3 eae 
aonetiey 0 2tayfens ysw~sn0) Bam See2-T / 
,ineneiu2nem to. fovel, odd .beraihenes. asideivey add. eat; | | 
7 


-sfoaddoayd ross tot 2tnclens Teottattsse, to bode as 
- | an 


ms 


sas bee 
32_stt 49 enotgpstat ial sy, 

a - 

‘rawol fo? 26 bedbmt fab enw 

axow deqies. bersdowg. vitesse bed sete amen 


~onttaqyso Yo, sesdowg Snsupsyint ed? of, sud. «ybude. ae 


ofw bas tsqysd 5 nob thivened finntsse as2a0o OF be2ngxa % 0 

yo\bat., fadef notasottheesia 19a was nese sved Ot qlowht f0 

r eae 

ovayp2 eft vd bloe gntisq me, dipued Sec ofw 2nwen 

aij s7o0d dart sags, to, sqys tae ont -z6w 2tat 26, 

woh + Je = ane | ‘ed 

aay’ o<  vieat| 

At, Sey >!) eee ae 
Pn ee | 


hater (eh an) 
. 


2 od 7 


a) 


QOURLULA 40 [aaoge (1) ut se] sadunos 
sishjeue Aem-3uQ peutwou/|eAvaqul uoLzeuUoOjUL JO SSaU[Nsday ( 


= 
—_ 
~— 


so0eid swayyo - 
satouabe yuawusanob - 
satdwes yadued uo sbhey/staqe, - 
sya yduied/sya,yooq - 

soutzebew 
/sdadedsmau Ut Saydique - 
OLpeu/AL uo spe - 
soutzebew/suadedsmau ut spe - 
SOALJLLAA/Spuatyy - 
atdoad sayes yadued - 


uoLzyeuUOjJUL JO S|aduNOS (L) (e, ut se) 
:SauNSeaw JUO-AjUIM} - UOLAPUDG :SauNseaw UNO} - UOLZIEYSLAeS 
4S91-]{ jeuLwoUu/ | eAUdqUL youras aseyudund-aud jo adh] aseyound-ysod jelytuy ql 
3409S 
A uoSsedd jeAKDUL/LPAMIQUL youeas JO yUa}Xa ayLSOdwod (A) 
J uOSUedd peAsaqUL/ | eAWIqUL pasaptsuod syadued wayzo (AL) a40oS 
SULSLA UOLJIEJSLIES |zLSOdWOD (AL) 
J uosuedad LeAsaqUL/LeAVaYUL Q40}S JO saqunu {e407 (LLL) SuoLzeqyoadxa jo Hurqoow (LLL) 
A uOSJedd JeAWaUL/LPAUaqUL PAYLSLA S940YS JO vaquinu (LL) adLoyd 4Saq yO |oUeUNSse (LL) 
BOUPLURA JO 
sisAyeue Aem-auQ jeuLwou/|eAvaqUuL potuad aseyound-aud (1) qadued yxyLM uoLzoeysiqes (1) 
aunseow yoea :SOUNSPAW DAL} - YOLARPYDG :SauNseaw unoJ - UOLJIeJSLzeS 
YILM SILURA/[L PAUL youeas aseyound-aud jo 4Ua4XxJ aseyound-ysod [etyLuy el 
IN ee ee 
SOLYSLYEIS quawaunseayw JO [dAa7] a[qeluepj Juapuadapu] atqerueA yuapuadag stsayzodAy 
LLIN 


jo a ee a ee ee ee Ee eee 
eee 


siskjeuy peoryseyeys so Aaewuins 


L 91qel 


sienna snonoesn' 


; dvnez seadrwa-oiq Wo teste 
reswzsem svi? - volvaded 


buirsg Seedswa-sm (1) 


badtety savelz Yo wiles (17) 
rete Yo welt rhe iae 
gateey 


ee vorits (vt) 
N ptr dzve02 Yo etinatticames i} 


216.233 ° 


rer scenanedq-ety To oqyT 
jesnzeam SnO\ Inert - wi veded 
Hietionwint Yo gerwee Tt} 

siqose z29ig62 D978? ° 

2syltefay\zbasii? - 

Zan Fispea' 2 SqgeGewon At~e05 « 

ofieaVi np 2hs - 

\eteqgagewen af z5fativs.- 

zon ysgen 

zioi lomm\asstaood - 

7a lumm2 soqth 9 no gett) zledel = 

esixwoe Teen apie “ 

£656/@ wef2 


netis@wtni Yo.c2entatalad (ttt 


anlmom\ Teyvednl | 
Tavode (}) nt 25] sacveda 


a Se 


" 


_ 


' <9 
ae = 


7 
<= _— ea o 


ston ev Poteet 


| seafrwa-s shal 
peewizeme Wwe - tog stl 
$5062 din mbtpeterise (7) 


omar dened ges a) , 
ane istasqes : 
ant ee lah ies 29 : 


seedrme-teng Tal a 
sepa wo ~ peldoetat 


. {et of en) 


54 


JOULRLULA JO 
sisAteue AemM-9UQ 


auenbs-tu9) 


DOULRLULA 40 
sisApeue AemM-oug 


auenbs-Lug 
BOUPLUPA JO 


siusAjpeue AemM-3UC 


auenbs-tug) 


auenbs-iug 


jeutwou/|[eAuaqut 


jeutwou/{euiwou 


[eAWaqUL/LeULWOU 
jeutwou/ euLtwou 


jeasaqut/[eurwou 


aunseau yoea 
ULM SALAEA/ LPULWOU 


jeuLwou/ [eutwou 


jeutwou/|euLwou 


:Saunseal 
aauyy - yatydwed so/pue jaqe, 

19) #0 SSoUaueMe YaUINSsUO) 
qyatydwed Aq paydajjse BdLoyd (AL) 
yal ydwed jo ssaurnjdjay (t 
Lage, Aq payoasse adtoyuo (1 


Lage, Jo ssau_ngdiay (t) 


:Saunseaw unos - yay ydwed 
Jo/pue jaqe, [93 40 aSn svawnsuoy 
uoLzeuluojut JO Hutpuexsuapun (LL) 


L 
asodund jo uoLqedtytyuapt (1 


t 
) 


:Saunseaw OM} - Lage| 199 
jo Butpueysuapun sawnsuo) 


ya_ydwed jo uorqeAuasgo (ttt) 
UOLJEWUO JUL 

$O VOLJEILJLJUSPL ( 

Lage, 40 UoLzeAUasgo ( 


>SOunseoil 
aauuy - yatydwed uo/pue jaqey 
19) $0 SSoUaueMe YaUINsSUO) 


jnjasn ysouw pug - 
jngasn ysow puz - 
[ngasn ysou - 
UOLJeWUOJUL JO SSaU[LNjasn (LLL) 


>Sounseaw Ano} - UOLZDeYS1LWzeS 
aseyound-ysod |etqtuy 


(ez ut se) 

>Sdunseaw OM} - SUOL1E19edxa 
aseyound-ysod [ei ztuy 

(ez ut se) 

:Saunseaw OM} - SUOL ez9adxKa 


aseyound- sod jerzLluy 


DLJJeAZT PULPSYIIM 
0} Azt_ige payoadxa (tt) 


:Saunseaw OM} - SUOL Je yIadKa 
aseyound-3sod [eLqyLuy 


ee 


IZ 


qe 


e¢ 


a 


SOLYSLYLIS 


“quawaunseaw Jo [aAaq 


ooo 


a[qeiuen yuapuadapuy 


(panutquos) | alqel 


alqeiuep, yuapuadag 


sisauyodAy 
LLON 


at tet: a Angnerwznom Yo Tevet ; Slaalya¥ Inshnsqalnl aide tvs¥ Inghesgat) 
fins noiteorwlal We Seaniutszu fits) 
: = iateee Jzcm ; : 
tulezn F20m bes - | - 
: : Totseg ‘Jrow bet 
yes.® : Ps ; 
Sibupe-ino famtman' (xertwns, 12) % eeaherwons YoENe. avetpwma-Sgoq Iai dial as 
-. r. eawit « tofdgasg sol\ong | wdaf 2926S" Owl « enor Intoagas Pe 
- é 'eaenem r 
Pe i 
7 feds! WW nolteyerde (7) tecas te ettt metagded (P) 
7 - to WorsnaT Vi tose! (Al) ef yal tiie Sedosans (17) 
- nol Saar twi te! bet Fathi 
salriqeéea Yo noliswreedo (242) 
Sumipe-P ho Fart haervis Tone fey lo onthagierysieu senza) seetywe-tooq (ehhini as 
*enithae cowl « fedel 129 ‘-ewecesm owl - oiel tetzayre 
; : szo0 mg ta notseribidneht (i) . (oS wi ae) 
. : nottedme ial a eatanatewee (75 } 
; : Miw gsiraw\lenlron 4oktun {adel 122 Yo g2v “Yameendd e259 tuy- F209 feliint x8 
sree 249 -s8futesn Ws) = Pal KQadG ‘se U26s Ge) = Jmol IsJ]0q%5 
zteylane Yew-aid fayrsini \ldeateen levies! to ceanipighot (71 lei wi 26) a 
aonetver tc 
areune-Fan fanteoa\léaimon fadil «ff GOF3AVIS Solon (Ft) 
aizylans yow~sil syossaTt \isperan felnqenqg to 225 Tate ()bT) : 
: Sonali 75 : 
Smiip2-t it) fearon \ | anya sel iqeig yo tel +} psi (eT) : 
: 2Fieleca yiw-an0 fenton favw ini 133 Ve S29navews “alien siivmg-f20@ fersial Al 
Sherry to eas j«: Sey ay hy { ade ( Tat | 43 = wohdo2el2r3ee 


95 


auenbs-iug 


auenbs-iuy 


aouetueA JO 
sisAjeue AeM-augQ 
"A UOSURad 
DOURLULA JO 
susAjeue AeM-augQ 
"4 uosurad 


BOURLUPA 40 
sisAjeue AeM-augQ 


SOLYSLIPIS 


[euLwou/aunseau yora 
ULLM SOLUPA 


[euLwou/ | euLwou 


jeuLwou/ |; euLwou 
jeuLwou/|eAsaqui 
[PAWIIUL/ | PAUdQUL 


jeULWOU/{eAUaqUL 
[RAWAL /LPAJa YUL 


ounseaw yore 
ULM SALUPA/[eALIIUL 


peuLwou/{eAsaqUE 


JUBWIANSP IW JO [eAd] 


- Sjuapuodsau 
JO Sayqeruen dtydeubouwag 


(ep ut se) 


- Sqyuapuodsau 
JO Satqetuen dLYydeubowag 


awoout Ajiwey [e30. ( 
uotyzednas0 ( 
uoLtyeonpa ( 
abe ( 

xas ( 


- Sjyuapuodsau 
JO Sayqetuen Itydeubowag 


Laqe, Aq payoayye aoroyo (tt) 
Lage, Jo ssaujnyditay (1) 


sSaunseow unos - yajudwed uo/pue 
jaqe, 19) 40 9Sn saunsuo) 


(qz ult se) 


:Saunseaw Om} - Lage, 199 
jo Butpueysuapun uawnsuo) 


(ez ut se) 


a(qetuej yuapuadapu] 


>SaUNSPow 
Anos - ya, ydwed uo/pue 
Laqe| 199 $0 9Sn uauinsuo) op 
(quz Use) 
:Saunseaw OMY - Laqe| [99 
40 Bbutpueysuapun sawnsuo) qv 
(e z ut se) 
:Sounseouw 
day} - YaLydwed uo/pue jaqe| 
19) $0 SSaudueMe saWNSsUOD ep 
(e, ut se) 
:Saunseaw uno} - uoLpoeLysizes 
aseyuound-ysod jerqluy a¢ 
(e, ut se) 
:Saunseow unojJ - UOLZIeYSLyeS 
aseyound-ysod [erqLuy q¢ 
(e, ut se) 
a[qeiuepj juapuadag Sitsay.odAy 
LLON 


SR SS 


(panutquod) | atqey 


gmuye-' ho 


lantane\favesal 


a 


Seva I avveiei 
fertmon\| sy sotni 


fswreini\fawwmine 
fanieon\ favs ni 


) orden fen fan 


fentepa\ Ten! con 


Aile #97164 
laniana\l eure 164 


/ 
\ 


Yo paltasdevsiew weil200) 
cesmzeos owt > fade! 1 


(dS wi ga) © 


fade! 135 Yo 224 Temuerog 
sgeweesm ‘wot - Jolriqeng 10\les 


isdst Ao azeatulgied (1) 
feds! yd tead2e¥¥e solar (2) 


paltyesq Vo zreal lated (hin) 
jolAgeg ef Ssd704ts |oted> ivi) 


to ealdaltsy Shige worst 
= esrehoogisi 


iwitdeswbe (ith) 
aol 4) | vi ) 

como!) “ffea¥ (4367 (#7 
6 ealdariwy 31 fo6 Pow" 
- JInArROWZ 


‘o” WF Fe) 


toa yphewd 
jpehnog2s 


ist al 26) 


laf al as) 


seodywa-t tgtsial 
igovuesse: “ws? - not hisz 
(ai at 2s) 


seantywe-s20q lelttat 


resvugess “HOY = nolssel tal tar 


(2) Yo ofanevews Sez 
sou) - asfisymq w\bae Tete! 
ae ies 


fe 4 wf ae) 


Yo onibres2 Taba Teng 
:2ewesom Ow) ~ fodef Lay 


(a 5 ab may 
jude? 120 7@ s@0 “Qm7e0) 


wot - Jildqmiaq wel 
127 ithe 


oP 


oF 


56 


JOURLUPA JO 
SisAyeue AemM-aug 
J uoSuead 


JOURLUPA 40 
sisAjpeue AemM-3uUG 


BOUPLURA JO 
sisAyeue AemM-aug 


auenbs-tug 
BOUPLUCA JO 
sisAyeue Aem-aug 
auenbs-tuy 
JOURLUPA JO 
sisApeue-Aem aug 


[eAsaquL/_euLwou 
LeAMIIUL/[PAUdQUL 


[eAdaqut/aunseaw yora 


UJLM SOLUPA 


jeAsaqUL/ | euLWwoU 


jeAsaqut/ euLwou 


jeutwou/|euLwou 


| CULUWIOU/[PAWdqUL 
jeuLwou/jeutwou 


jeuiwou/[eAuaqut 


(eG ut se) 


- Sqyuapuodsau 
JO Sajqetuean afAqsajty 


(eg ut se) 


- Sqyuapuodsau 
JO Sa[qeiuen a[Aqsayiq 


Butdaayasnoy saxty Sip 
Jadaayasnoy adAtsindwos 
JayIIS UOLPEWAOJUL 
SNOLISUOD UOLYSes 
Juapt juoo-jyas 
Apoqauwioy 

snoL_osuod adtud 

Japea| uoLtutdo 


ae ee Or ee eee eee om 
i i Td 
I Lc ee I ee ed 
S— ~—? er 
~— ~— > 

~— 


— 


S$ yUapuodsau 
JO Salqetuea ajAysasty 


(ep ut se) 


Laqe, Aq pazoajsse aoLoyud 


(tt) 
Lage, Jo ssautnjsdjay (Lt) 


>SounsPaw 
Anoj - qatydwed uo/pue 
Leget 19) $0 asn uawnsuo) 


(q Z ul Se) 


:Saunseaw OM} - Laqet 
JO Hutpueysuapun sawnsuo) 


(e 2 ut se) 

:Saunseaw dou 

- yayydwed uo/pue jaqey 
19) $0 SSaUaueMe UaWNsUO) 


13, ydwed 
Aq pazoasje adtoyd (AL) 


Laqe, Aq pazoayye aoLoyd ( 


Lage, jo ssautnsdjay (1) 


9G 


qs 


eG 


A Sn peepee apes: 


aL qeltue, yJUuapuadag sisoy .odhy 
LLON 


SOLYSLICIS quawaunseaw JO {aAaq a[qelue,j JUapuadapuy 


(panuiquos) | atgey 


ataylens yew-and 
- simbinray YO 


7 
4 agrae9S 
Siatene yews 
sam ivay to 


_ 7 
_ 


esmaruzest Yo Teves 


lemtmon\ faveein! 
fenimon) 
lsaioon\lfavweint : 


Feniiaa\ onlin \ 


- . ; r 
oe Savreini \lant aon 


jewrotol \lantann 
Ailes esa 
lave ini \ 6a? toe Aw 


lavwasal* ieee ia! 
ltavyoins\\entow 


“ 


fed #7? ce) 


te reldaiwy el ydestel 
ieehnoges 


whes! aolbalya tl } 
quot sean? oph4q 1/1) 
qbadasen (pee 
tnshf mod-TiSse tat j 
eeelornad aold@zs7? [¥] 
vaiae8 nolblewiems te! 
qoquad eyrulet avlelagee> (ites 
prigesdsaued esd! Toit iptte) 


oy getderis oie sztt ‘ 
plasinagem 


(a2 «ad 76) 


ln gotdtafuse sivigahi Jl 
frm oF 


rede! Yo ezanlurgfed (7p | 


fal tang Vo ee iniaien ti} 


qd betaoite satots (4h) 
1s! rqme¢ a 


92 to 42oaerews Wauennd 
— jsldgeeq ‘wi\bos” tte! 
:2suhees egtd) 


fe & ab aa} 


'o pntiea Sewell weurne) 
[egwlgom desl { odaf 


faftei 1X) % sty. ~oeaDO 
ae) - Fahoese 1Oieee 
2 oi he 


auipl ta zepalvtal at (9) 
iaele yf tatoo tha midns [he] 


ow 


oF 


aaenbs-tyg Leutwiou/|euLwou 


BIeLULA JO SLSALeUe AeM-IUQ 
pue ‘auenbs-tyj 64 uosuead 
yytmM Burysay Burayoaut 
SUOLJeULGWOD JUO-AjUdMy 


aunseaw ydea/aunseaw Yyoea 
YTLM SOLUPA/ YYLM SALURA 
(eg ut se) 


aunseaw yore 
YJLM SaLueA/|euLWoU 


auenbs-Lug jeuLtwou/ | eurwou 
auenbs-tuy peAsaqut/|euLtwou 
auenbs- uy peAsaqut/peurwou 
auenbs-Luy jeutwou/|euLtwou 


aunseaw yora 
ULM SALUeA/| euLWwOU 


JIURLUPA JO 
sisAjeue AemM-9ug 


jeAUaqUL/ | euLWwoU 
4 uosurad [eAuaqUL/[eAsaquet 


apnyiyye sal Lezay 


(e9 ut se) 


>Saunseow unoj - Sjyadued yrLM 
aoatuadxa s,uawnsuo) 


(eg ut se) 


:Saunseow Anos - Sjadued 
ULM BUaLMadXa S,4auNSUO) 


saseyound snotAaud jo uaquinu (t 
qyadued 
SNOLABAG YILM UOLJIEYSLAeS (LL) 
qyadues 
SnOtAddd & JO BDUa4SLXa (L) 


>Sounseaw 
dno} - Szyadued yim 
vDUatuadxa Ss, vawNsUO) 


(227 Ul se) 


:Sounseawt aauyy 
- ye ydwed uo/pue jaqe| 
19) 40 SSoUaueMe saWNsUOD 


(92 ut se) 


> SOUNnseou 
Jnoj - yatudwed uo/pue 
Leqe, 199 40 asn uawnsuo) 


:Saunseaw OM} - [aqe| 
jo Butpueysuapun yuauwnsuo7 


(ez ut se) 


>SaUNseaw douyy 
- ya [ydwed uo/pue jeqe] 
19) $0 SSaUaueMe YaUINsUO) 


ya, udwed 
Aq pazoeyse adLoyo (AL) 
yajydued jo ssauyngdjay (ttt 


e/ 


29 


q9 


eg 


SOLYSL3CIS quawMaunseay JO [aAaq atqetue,j yUapuadapuy al qetue, yuapuadag StSayzodAy 
LLON 


a oan ne ee ae a aS 


(panutquod) | alqey 


ve - ae aoe ee 
sidetis¥ Jnsbaggsbr! elas Pray maprege) r 


————— 


- om 
tal aq By To isolated pri}. 


fevwwant\ fev wii > ‘ 
; qd aetostts ootuve (vi) - 
Keene tat \fanienn iol Aqthg, 


$3) 26 22009 vews teendd 


iw 2eruayilsniace 1S e" , 
ye » ogy cael ‘ Ps | - Jotrigang yo \bas fedel . 
WHICE IM HIE earns: ‘2ewesas se 


{cS nm? pe) 


: 
orthaniewaay teewene? 
<pow2zems owt ~ fedal 


444 a) 26) 


a : nf J Ww ey vend a] 


“ae i+ Adtiw 29% : J 
- : Wd ‘ ; ‘ - wor ; - nt : 1 ele ia) wb 1m - 7 


ic 


58 


SS a ee es ee ee 
See ee 


(9p ut se) (9p ut se) (9 2 ut se) 
:Saunseaw 
peutwou/aunseow yea Anoy - Ja_ydwed uo/pue 
YELM SOLURA a9pnyiyzye val Leqzay Leqet 199 $0 asn uawnsuog o/ 
(9-2 UL se) 


:Saunseaw OM} - Lage, 19) 
auenbs-tug |euLwou/|euLwou apnztzze sal Leyay jO Butpueqysuapun sauinsuo9 q/ 


S3L4S13015 quawaunseay jo jana ILGeLueA JUapuadapuy aLqetuepj yUapuadag StsayzodAy 
n 
eee. Ok ee ee ee Oe ee I RE eg SS ON 


(panutyuod) | atqey 


aldsiev tnabnsqedut | apa 7 og 


Va 2 
Teateoi\fentaon — abulists ‘msicist to wtibeszesshaw “ emiene) 


pew2pse Ons - Fatst 13D 
{do Saf en) 


(a butit? 5} : 5G >) YW sey ‘“auiaADpd 


hain 29:°%% \) 
a lentaon\ ore ie resin re Q wom 
baad eats 


7 ie s) : bop _ ~*~ e ‘ nt 4 


¢ 


CHAPTER IV 


FINDINGS 


This chapter includes a description of the sample and descriptive 
and statistical analyses of the variables and hypotheses. A 0.05 level 


of significance was set for acceptance/rejection of the null hypotheses. 


Description of the Sample 


A total of 203 consumers were contacted from early June, 1982 to 
the late July, 1982. Of those contacted, 109 consumers responded with 
full participation in both the initial telephone interview and 
self-administered questionnaire (Table 2). 

Table 3 indicates the breakdown of respondents by retailer type. 
It was necessary upon analysis of the data to add another category to 
the retailer types. A large number of the respondents (44 out of 109) 
represented a single department store chain. Due to the fact that the 
management of this chain strongly supported the CCI labelling program, 
the researcher has further classified the category ‘department store 
chains' as: department store A representing the single department 
store chain and department stores B representing all others. 

Table 4 shows a description of the sample giving sex, age, 


education and occupation. Respondent 1 represents the primary person 
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Table 2 


Responses to Survey 


Responses _ Frequency 
Not willing to participate 86 
Telephone Interview only 8 
Full Participation (Telephone Interview) 
and Self-Administered Questionnaire) AKO) 
Total consumers contacted 203 
Table 3 


Breakdown of Respondents by Retailer Type 


Retailer Type Absolute Frequency Percent 
) 


(n=109 
Department Store A 44 40.4 
Department Stores B 14 12.8 
Large Independents 36 3530 


Small Independents 15 13.8 
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Table 4 


Description of the Sample - Respondents 1 and 2 


Percentage Distribution 


Respondent | Respondent 2 
Sex (n=106) (n=45) 
Male 30.2% 42.2% 
Female 69.8 5/28 
Age (n=106) (n=46 ) 
24 and under 0.9 226 
25-34 20.8 21 
35-44 rate Tale 
45-54 236 625 
55-64 ates ah) 
65 and over {eye 526 
Not Applicable - 5/20 
Education (n=104) (n=45 ) 
Some or all elementary school eed 2.8 
Some or all secondary school 34.6 14.0 
Some or all trade of technical school 15.4 OS 
Some college or university WEBS Soe 
University degree(s) 25.0 6.5 
Not Applicable - Sic) 
Occupation (n=102) (n=29) 
Self-employed professional EA) - 
Employed professional 11.8 350 
Semi-professional 29 1.0 
Middle management sibs, 350 
Supervisor - 2.9 Ae 
Skilled clerical, sales, service URIS y/ 6.7 
Skilled crafts, trades - 2.9 
Semi-skilled clerical, sales, service 8.8 19 
Semi-skilled manual 280 eS) 
Unskilled clerical, sales, service 8.8 2.9 
Unskilled manual 5.9) P.O 
Housewife 24.5 of 
Retired 11.8 SLAs! 
Not Applicable - 59.6 
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involved in the purchase of the _ carpet. Respondent 2 (where 
applicable) represents another (secondary) person that assisted in the 
purchase. 

The sample was comprised of more females than males (for both 
respondents 1 and 2). Approximately 58 percent and 54 percent primary 
and secondary respondents respectively, were in the age group of 24 to 
44 years. A large proportion of the sample had no more than secondary 
school education, and there was a relatively even distribution among 
the other groups with some type of post-secondary education represent- 
ed. With respect to occupation the largest group of respondents was 
housewives. Many others were retired. Of those employed the largest 
group was skilled clerical, sales and service followed by employed 
professionals, semi-skill and unskilled clerical, sales and service. 

Table 5 further describes the sample. It shows the income 
distribution with approximately 40 percent of the respondents having a 
family income of $40,000 or more and approximately 25 percent with an 
income over $50,000. The modal number of children living at home was 
none and the mode for adults living at home was two. The majority (98 
percent) of the respondents owned their own home and over 44 percent of 


the sample had not moved in the last ten years. 


Descriptive Analysis of the Variables 


Table 6 shows the responses to the statements of self-perception 
of lifestyle. The respondents were asked to indicate how they felt 


about the statements on a scale of 1 to 5 (strongly agree to strongly 


62 


arsdw) S$ dnebnoqesR «9 
odd of betztees Jedd noewsq (ymeenosme) NentOne 

—T he” Sar vi a 
djod +o) zafsm neat esfsmst vam Se bee Fragma. 2 


vtemtxe Insareq Se. bro faitemdeds rhatancl 
ot PS to quoyp spe sri? ni svew jyleyrzosqest @ 


venbose2 nad? srom om bed olgige sm) to state 


enema nottudivteth osva yloavidefat « sew eedd brs 
Inszngey solssoubs ywshnosge~t20q to sqys Soe AIiw Z 
sav 2insbnogest To quovp Jesons! si? notgzequso0 OF 
ts0y6! aie bavofgma seed? W bari ten aa eron30) wish 
beyofame yd bewolle? ealvisé O46 estée teotials oh Tt 

.apivise bes gofse ,fsotreld balling be (thie-taee 2tsnotees 
cose) os? awote J] velqmse ent pedievesd edt? »é. 
solved oTwabregeey ef) Yo Mmocwe@ OD yfetemixorqgs nitw« 0 . 
oo fttw sesoreq && vistembxeweas bas som Yo 000,089, ve so h 
sow emext Js enivrl agebfida Vo Sedaun Tebon say ,000,023 049 
80) vitvokew arf owt daw Smo Se pntvit-etfubs 0} homed pe 


+o Jnoeotwe 64 ~ovo bos aad awo Whems benwo z2ingbnogesT aie 
_ *4 


= 


= 


203% 062 Seal ad? nt bevom 


aul 


evi deine’ ) taylan svtighyoza0.. 
mortgsoxsg-Tlee to zinemeiota @hP oF esenodes) ony ewone | det 

= 
dis? yor) wee otestont of belles stew 2inebnogesy at a ivi 
qionowe of osipe yfanovte) POP PF Yo sisor 6 AO 


aa 


Total Family 


Table 5 


Description of Sample - Households 


under $9,999 a year 


$10,000 
$15,000 
$20,000 
$25,000 
$30,000 
$40,000 
$50,000 


Total Number 


Percentage 
Income (before taxes) (n=95) 
to $14,999 
to $19,999 
to $24,999 ] 
to $29,999 8 
to $39,999 21 
to $49,999 16 
and over 24 


of Children Living at Home (n=109) 


None/Not Applicable 


One 

Two 
Three 
Four or 


Total Number 


One 

Two 
Three 
Four or 


Ownership of 
Own 
Rent 


more 


of Adults Living at Home (n=107) 


more 


home (n=108) 


Household Moves in Last 10 Years (n=108) 


None 
One 
Two 
Three 
Four 
Five 
Six 


Eight or more 
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Percentage Distribution of Respondents' Self-Perception 


Lifestyle Variable 


Opinion leader 
Price conscious 
Homebody 

Self-conf ident 


Fashion conscious 


Information seeker 


Compulsive housekeeper 


Dislikes housekeeping 


Table 6 


of Lifestyle 


Questionnaire 
Item Number 
(Apppendix H) 
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disagree respectively). The mean scores for most of the lifestyle 
scales were between 2 and 3, showing some tendency, on the part of the 
respondents, towards them. Respondents tended to be less apt to place 
themselves in the ‘dislikes housekeeping' category. 

Table 7 examines the respondents' experience with carpets 
previous to this most recent purchase. Approximately 73 percent of the 
respondents had had an existing carpet in the area for which the carpet 
was purchased and of those respondents, only 42 percent indicated that 
they were satisfied or very satisfied with this carpet. Over 60 
percent of the sample had previously purchased no more than _ two 
carpets. Of the purchases previously made most recently, over 50 
percent were made in the last five years. 

The carpet features considered by the respondents during the 
pre-purchase search are indicated in Table 8. Colour (88.1%), price 
(86.2%) and durability (77.1%) were the three features most frequently 
considered. These same three factors ranked highest as the first and 
second most important feature. Appearance of the carpet (other than 
color) was mentioned by less than half of the respondents. 

The extent of pre-purchase search behavior is represented in 
Table 9. Over half of the respondents shopped for a period extending 
from eight days to four months. Approximately one quarter of the 
sample visited only one store, while over half of the respondents 
searched in three or four stores. Almost 75 percent of the respondents 
considered none or only one other carpet. 

The type of pre-purchase search is exhibited in Table 10. The 


majority of the respondents indicated the carpet salesperson as a 
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Table 7 


Respondents' Experience with Carpets 


Experience with Carpets 


Existence of a previous carpet (n=109) 
No 
Yes 
Floorcovering of some type 


Satisfaction with performance of previous 
carpet (n=108) 

Very Dissatisfied 

Dissatisfied 

Neutral 

Satisfied 

Very Satisfied 


Similarity of new carpet to old (n=108) 
Yes 
No 


Number of previous purchases (n=108) 
. None 

One 

Two 

Three 

Four 

Five 

S1x 

Eight or more 


Date of last purchase (n=109) 
Up to 1 yr. ago 
Veyr/s dayato 5 tyrs 
5 yrs/ liiday. to & yrs 
So yns/ lday. to J0eyrs 
More than 10 years ago 
Never before 


Absolute 
Frequency 


27 
80 


Percent 
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Table 9 


Extent of Pre-purchase Search Behavior 


Extent of Search Measure 


Pre-purchase period (n=101) 
One day 
PacOrve Gays 
8 to 30 days 
31 days to 4 months 
4 months/1 day to 1 yr 
1 yr/1 day to 2 years 
over 2 years 
not too long 


Total Number of Stores visited (n=109) 

One 

Two 

Three 

Four 

Five 

Six 

Seven 

Nine or more 


Total Number of Store visits (n=109) 
One 
Two 
Three 
Four 
Five 
Six 
Seven 
Eight 
Nine or more 


Other Carpets Considered (n=107) 
None 
One 
Two 
Three 
Four 


Absolute 
Frequency 


Percent 


10.9% 
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Table 10 


Percentage Distribution of Type of Pre-purchase Search (n=109) 


Information Con- 


Sources of Information Sources Used sidered Helpfulb 
Yes No Yes No 

Carpet Salespeople 85.8% 14.2% 82.7% 2.9% 
Labels/Tags oy rie) 48.1 50.0 Lae 
Friends/Relatives ASa7. 54.3 3563 44.1] 
Articles in newspapers/ 

magazines 39.8 60.2 3267 5.0 
Ads in newspapers/magazines Sae4 64.36 o\e4 Sky 
Booklets/pamphlets COm/ 1300 Cae 19 
Ads on TV/Radio Bavedi 74.3 12.6 WZ 
Other sources 10.4 89.6 10.4 - 
Government Agencies 8.6 91.4 8.6 - 


Db Question answered only if YES response given to sources used. 
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Table 10 (continued) 


Percentage Distribution of Type of Pre-purchase Search (n=109) 


2nd Most 3rd Most 
Information Sources Considered: Most Useful Useful Useful 


Carpet Salespeople 48.4% Si hsy, 16.4% 
Friends/Relatives LE ese: 12.0 aa, 
Labels/Tags ii bes: (aS 16.4 
Other Sources ony, 2.4 deo 
Ads on TV/Radio 5.4 - 3.0 
Booklets/Pamphlets sau! 9.6 IZe7 
Government Agencies 4.3 TZ Rs) 
Ads in newspapers/magazines ae 9.6 aad) 
Articles in newspapers/ 

magazines eral 10.8 16.4 
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source of information that was helpful in making their purchase 
decision. Half of them identified labels/tags as a helpful source of 
information. 

Table 10 also shows the sources considered most useful, second 
most useful and third most useful by the respondents. The carpet 
salesperson ranked highest in all three categories. 

The respondents' awareness of labels attached to carpet samples 
is outlined in Table 11. A large proportion of respondents observed 
manufacturers' labels. Approximately one-third of the respondents 
indicated they saw the CCI label. 

Table 12 shows the types of information the respondents reported 
seeing on the labels. Fiber was the information identified most 
frequently. In comparison to Table 11 which indicates the respondents' 
reported awareness of labels attached to the carpet samples, a 
relatively high number of the respondents were unable to identify the 
information they saw on the labels (Table 12). 

Tables 13 and 14 indicate the respondents' understanding and use 
of the CCI label and/or pamphlet. As the total number of respondents 
who reported seeing the label was relatively small (33 out of 109), the 
'n' for each of these items is also small. However, of those 
respondents that indicated seeing the CCI label, approximately three- 
quarters of the respondents understood the information at least 
somewhat (Table 13). Approximately 46 percent considered the CCI label 
helpful and over 70 percent felt the label affected their choice (Table 


14). 
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Table 11 


Percentage Distribution of Respondents’ Awareness of Labels 
Attached to Carpet Samples and CCI Pamphlet 


Observation of: Manufacturer's Retailer's Some 
Label Label CCI Label Label CCI Pamphlet 
(n=109) (n=95) (n=98) (n=99) (n=107) 
Yes TAGS 35.8% 3307/% 43.3% 6.5% 
No 14.9 37.9 S220 - 23%4 
Don't Know 14.0 20-0 SPoT4 - 0.9 
Not Applicable = = = 56.6C 69.2d 


C Not applicable if respondent identified one of the other types of 
labels. 


d Question not answered if respondent did not see CCI label. 
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Table 12 


Percentage Distribution of Types of Information Respondents Reported 
Seeing on Labels Attached to Carpet Samples 


Manufacturer's Retailer's Some 
Labels Labels Labels 
Information Reported (n=60) (n=27) (n=17) 
Fiber 66.6% 11.1% 47.1% 
Density/weight ey 14.9 - 
Finishes: stain/static Sc3 7.4 SYAS 
Guarantee Lea Thiel W./ 
Construction 363 Biel: - 
Durability/wearability o7, LAP Tey. 
Suggested area of use sl? Say - 
Suggested sales price - 335 Syne 
Range of colours 5.0 Srey, - 
Manufacturer's name Sec - - 
Place of origin bat! - - 


2* yal tetanr 


£ 


Table 13 


Percentage Distribution of Respondents' Understanding of 
CCI Label and Pamphlet 


Measure of Understanding 


Somewhat Did Not 
Understood Understood Understand 
Identified purpose 38.7% Sioyelay 25.8% 
(n=31) 
Understood information phy ey oyieall Tos 


(n=33) 
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Table 14 


Percentage Distribution of Respondents' Use of 
CCI Label and Pamphlet 


Measure of Use 


Not Helpful Somewhat Very 
at all Helpful Neutral Helpful Helpful 
(1) (2) (3) (4) (5) 


Label helpful slash 3.3% 36.8% LOuor 23.3% 
(n=30) 
Pamphlet helpful 5/55 - - 250) 3459 
(n=8) 

Yes No Unsure 


Label affected 
choice (n=29) Uys 122% 10.4% 


Pamphlet affected 
choice (n=17) 2385 58.8 Wied 
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The respondents' opinions of the CCI label and pamphlet are 
featured in Table 15. Approximately 45 percent of the respondents 
considered the information on the label to be adequate to quite 
sufficient. A large proportion of them afforded some credibility to 
the information on the label. 

Table 16 gives a breakdown to the respondents' actual purchases 
by room, colour, style, fiber, price per sq. metre and total purchase 
price including installation. Approximately 80 percent of the 
respondents chose earth tone colours ranging from white/cream to medium 
brown/copper. Approximately half of the sample preferred plush, and 
over 80 percent chose a nylon fiber. 

The respondents' initial post-purchase expectations of the carpet 
are indicated in Table 17. Almost all respondents expected the carpet 
to last up to 10 years or more. Nearly all of the respondents (91.7%) 
felt they had chosen a carpet that would withstand the traffic it would 
receive very well. 

Table 18 shows the outcomes of the initial post-purchase satis- 
faction scores. Only 77 respondents answered these questions as they 


applied only to those respondents who had had the carpet installed. 


Testing of the Null Hypotheses 


Extent of Pre-purchase Search Behavior 
Null Hypothesis la: 


No significant association exists between initial post- 
purchase satisfaction and extent of pre-purchase search 


behavior. 
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Table 15 


Respondents' Opinions of the CCI Label/Pamphlet 


Not Somewhat Quite 
Sufficient Sufficient Neutral Adequate Sufficient 
(1) (2) (3) (4) (5) 


Sufficiency of 10.3% 3.4% 41.4% 24.2% 20 She 
information 
(n=29) 
No Little Some A Lot 
Faith Faith Neutral Faith of Faith 
(1) (2) (3) (4) (5) 
Credibility given - 1Oe7% VAN TA 35.6% 32.0% 


to information 
(n=28) 
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Table 16 


Percentage Distribution of Respondents’ Actual Carpet Purchases 


Room 
(n=109) 
Living/Dining 


Hallways 


Bedroom 
Family/Rumpus 
Whole House 
Stairs 
Outdoor 


Kitchen 


Colour 
(n=108) 
Beige/sand 


Medium brown/ 
copper 


Beige/brown mix 
White/cream 

Red 

Blue 

Green 


Gold 


Style 

(n=107) 
4% Plush 48 .6% 

Sculpture 22.4 
= 
4} Hard= Twists) 13741 
ec CUt=&i100p: 15.6 
4 Outdoor 4./ 
se Saxony 23S 
06 High & low 1.9 


.6 Patterned 0.9 


continued... 
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Table 16 (continued) 


Percentage Distribution of Respondents' Actual Carpet Purchases 


Total Price In- 


Fiber Price per sq. metre cluding Installation 
(n=109) (n=108) (n=107) 
Nylon 87.2% $ 7 - 10 9.3% $169 - 350 lina 
Acrylic Sys) 11 - 15 625 SO l= 9 600 Pe l2 53 
Polypropylene 4.6 16 - 20 6.5 601 - 999 17.2 
(outdoor turf) 
21 - 25 SOc 1000 - 1499 17.2 
Polyester 2.8 26 - 30 720 1500 - 1999 22.7 
31535 ae 2000 - 2499 10.8 
36 - 40 5.6 2500 - 3999 hed 
45 - 50 Geo 4000 - 5999 3.0 


Sleancsup 30.9 6000 - 7200 Lege 
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Table 17 


Percentage Distribution of Respondents' Initial Post-purchase 
Expectations of the Carpet 


Measure of 
Expectation 
Up Up Up Up 
LOLOBViS COL IOLYYS {COO eyUSs LO cURVrS= OVER ZOLYrS 

Life expectancy 3.1% 56.3% 29.2% 6.3% been 
of carpet 
(n=96) 

Fairly Well Quite Wel] Very Well 
Expected 0.9% 7.4% 91.7% 
ability to 
withstand 
thatnic 


(n=109) 
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Table 18 


Percentage Distribution of Respondents' Initial Post-purchase 
Satisfaction with the Carpet& (n=77) 


Measure of 
Satisfaction 


Satisfaction 
with the 
carpet 


Assurance of 
best choice 


Meeting of 
Expectations 


Somewhat 
Not Satisfied Satisfied Neutral 
(] (2) (3) 


- - 6.6% 
Not Sure Somewhat 
at all Sure Neutral 
(1) (2) (3) 
2.6% - 10.4% 


Somewhat 
Not at all What 
What Expected Expected Neutral 
(1) (2) (3) 


1.3% 1.3% 2.6% 


Very 
Satisfied Satisfied 
(4) (5) 


25.9% 67.5% 

Quite Very 
Sure Sure 
(4) (5) 

44.2% 42.8% 


Close to’ Exactly 
Expecta- What I 
tion Expected 


(4) (5) 


41.5% 53.3% 


e Question answered only if carpet already installed. 
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A Pearson product-moment correlation analyses was used to deter- 
mine if a correlation existed between measures of initial post-purchase 
satisfaction and measures of extent of pre-purchase search behavior. 

The analyses (Table 19) show significant but weak, negative 
relationships between each measure of initial post-purchase satisfac- 
tion and the ‘number of stores visited'. In each case a higher score 
was associated with visits to fewer stores. The strongest relationship 
existed between ‘satisfaction with carpet' and the ‘number of stores 
visited’. 

Table 19 also shows a_ significant relationship between 
‘satisfaction with carpet' and the '‘'composite score of extent of 
search'. The Pearson product-moment correlation indicated that higher 
initial satisfaction with the carpet was associated with less extensive 
search. All other correlations are not significant. 

One-way analysis of variance was used to test if a significant 
difference in initial post-purchase satisfaction existed between 
consumers who had an extended pre-purchase period and those who did 
not. No meaningful differences were indicated. 


Null hypothesis la is thus partially rejected. 


Type of Pre-purchase Search Behavior 
Null Hypothesis 1b: 


No significant association exists between initial post- 
purchase satisfaction and type of pre-purchase search 


behavior. 
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A T-test was used to determine if significant differences in 
initial post-purchase satisfaction existed between consumers who did or 
did not use various sources of information (Table 20). 

Table 20 shows significant differences were observed in two 
measures of initial post-purchase satisfaction between the consumers 
who used carpet salespeople as a source of information and those who 
did not. The consumers using carpet salespeople scored higher in both 
‘satisfaction with carpet' and 'meeting of expectations' than those who 
did not. 

Table 20 also indicates a significant difference in ‘satisfaction 
with carpet' between consumers who did or did not use friends and 
relatives as a source of information. Again, consumers who sought 
information from friends and relatives scored a higher level of 
satisfaction than those who did not. 

No other significant differences were observed in Table 20. 
Therefore, this null hypothesis is partially rejected. 

Several one-way analyses of variance were used to determine if 
Significant differences in initial post-purchase satisfaction existed 
(i) between consumers who did or did not find various sources useful 
(Table 21); and (ii) among consumers listing different sources most 
useful, second most useful and third most useful (Table 22). 

Table 21 shows a significant difference in two measures of 
initial post-purchase satisfaction (‘satisfaction with carpet' and 
‘composite score of initial satisfaction') between consumers who did or 
did not find articles in newspapers and magazines helpful. Those 
consumers who found these sources helpful scored significantly higher 


in these satisfaction measures than those who did not. 
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A significant difference was also observed in ‘satisfaction with 
carpet' between consumers finding carpet booklets and pamphlets helpful 
and those who did not. 

Probability figures in Table 21 suggest that an association 
existed between ‘satisfaction with carpet’ and the reported helpfulness 
of the information source friends and relatives and ads on television 
and radio. However, as indicated by the means (Table 21), the 
"significant" differences are meaningless as the differences occur 
between the groups responding "yes" and "not applicable", and, "no" and 
"not applicable" respectively. 

No other meaningful differences were observed in Table 21. 
Therefore, the null hypothesis 1b is only partially rejected. 

Table 22 outlines the One-way analysis of variance for initial 
post-purchase satisfaction measures and information sources considered 
most useful. Only one analysis (second most useful/assurance of best 
choice) yielded a significant difference. Consumers listing magazine 
and newspaper ads as second most useful scored significantly higher on 
‘assurance of best choice' than did respondents consumers who listed 
other places. However, the Scheffé range test indicated no difference 
between groups at the 0.100 level. 

For this one analysis the null hypothesis is rejected. No other 
meaningful differences were observed in Table 22 and the _ null 


hypothesis is thus mostly accepted. 
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Initial Post-purchase Expectations 
Null Hypothesis 2: 
No significant association exists between initial post- 
purchase expectations and 
a. consumer awareness of the CCI label and pamphlet 
b. consumer understanding of the CCI label and pamphlet 
Cc. consumer use of the CCI label and pamphlet. 
Table 23 shows the results of Chi-square analyses performed to 
test null hypothesis 2a. There was no significant association observed 


between the respondents' awareness of the CCI label and/or pamphlet and 


initial post-purchase expectations. Thus, null hypothesis 2a is 


accepted. 

As there were only thirty-three respondents who reported seeing 
the label and/or pamphlet and thus responded to items measuring under- 
standing and use, null hypotheses 2b and 2c could not be tested for 
lack of data. Therefore, no conclusion can be drawn as to _ the 


acceptance or rejection of these null hypotheses. 


Initial Post-purchase Satisfaction 
Null Hypothesis 3: 


No significant association exists between initial post- 
purchase satisfaction and 

a. consumer awareness of the CCI label and pamphlet 

b. consumer understanding of the CCI label and pamphlet 


Cc. consumer use of the CCI label and pamphlet. 
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Table 23 


Association (Chi-square) Between Respondents' Awareness of CCI 
Label/Pamphlet and Initial Post-purchase Expectations 


Measure of Observation Identification Observation 


Expectations of Label of Information of Pamphlet 


Expected life of p = 0.6700 p = 0.7048 p = 0.0861 
carpet 
Expected ability to p = 0.4790 (see notef)  p = 0.8479 


withstand traffic 


Dene. 05 


label expected the carpet to withstand the traffic very well. 


No statistical computation. was possible as all consumers responding 
to the items measuring identification of information on the CCI 
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One-way analyses of variance were used to test null hypothesis 
3a. The analyses (Table 24) shows no significant differences in any of 
the four measures of initial post-purchase satisfaction between those 
respondents who did nor did not observe and/or correctly describe the 
information on the CCI label and/or pamphlet. (The difference 
indicated in the ‘meeting of expectations' measure between those 
respondents who did or did not observe the pamphlet is not really 
meaningful since the difference is between groups responding “yes" and 
"no" and the one respondent for whom the response was “unsure".) 

Thus, null hypothesis 3a is accepted. Null hypotheses 3b and 3c 
were not tested due to an inadequate number of responses to items on 
understanding and use. Therefore, no conclusions may be drawn as to 


the acceptance or rejection of null hypotheses 3b and 3c. 


Demographic Factors and Respondents' Awareness, Understanding and Use 


of CCI Label/Pamphlet 


Null Hypothesis 4: 
4. a. No significant association exists between awareness of 
the CCI label and pamphlet and the respondents': 
(i) sex 
(ii) age 
) 
) 


ee 


(iii) education 


(iv) occupation 


(v) income. 
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b. No significant association exists between understanding 
of the CCI label and pamphlet and the respondents’: 
(i) sex 
(ii) age 


) 
(iii) education 
(iv) occupation 
(v) income. 
Cc. No significant association exists between use of the CCI 
label and pamphlet and the respondents’: 
(i) sex 
(ii) age 


(iii) education 
(iv) occupation 
) 


(v 


Chi-square analyses were used to test null hypothesis 4a (Table 


income. 


25). In order to carry out the analyses, categories within the demo- 
graphic factors age, education and occupation had to be combined as 
there were cases in which the expected cell frequencies were less than 
five. Six categories of age were combined to three; five levels of 
education were combined to two; and eighteen categories of occupation 


were combined to form three groups. | 


| Age: Category | - 24 years and under and 25 years to 34 years 
2 - 35 years to 44 years and 45 years to 54 years 
3 - 55 years to 64 years and over 65 years 


Education: Category 1 - completed high school or less 
2 - completed some or all post secondary school 


Occupation: See Appendix K for category breakdown. 
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Table 25 


Association (Chi-square) Between Respondents' Awareness of CCI 
Label/Pamphlet and Demographic Factors 


Demographic Observation Identification Observation 


Factor of Label of Information of Pamphlet 
Sex 
Respondent | Dea 0592e7 Da= 020077 p = 0.5024 
Respondent 2 0.7314 0.3100 1.0000 
Age 
Respondent 1 0.1905 0.1929 Oey WAS} 
Respondent 2 0.4830 0.0162* 0.4321 
Education 
Respondent | Or Aer Es) O5007:1*% 0.2419 
Respondent 2 0.3150 0.0633 0.50899 
Occupation 
Respondent 1 0.8912 0.8840 055731 
Respondent 2 
Total Family Income Oo 20 0.2795 0.4128 
7D <a 05 
hai aor dary O}) 


9 Represents results of Fisher's exact test (2-tailed) since three 
out of four of the valid cells had expected cell frequencies of 
less than 5. 


199 to esonsrswA ‘2tnebnoqesh meewied {oxeupe=td9) sli 202! 
2102967 oidgasypomad bas seb ice : 
avi f 7 


eis 7 he 
a) 


“aottsvisedO notaeolttinebl  wolse erased 


Jaframs4 to notzemo'tal to fede. 7 

so2d.0 = aq (Vee.0 = gq Tste.0 = gq 

0000.1 DOTE.O PsE\.0 

EvIS.0 eSer.o 0e! 0 T 
FSEALO *SaT0.0 0€2%,0 onan 
¥145.0 *¥* 100.0 BTet.0 
20h02.0 ££40.0 O2@rt.0 

FEYv@.0 OAE8.0 $fes.0 

Ssia.0 ¢2°5.0 $S$2y.o 


be 


seni? sonte (beftss<8) dead opens! a! 021 to enfueen 2 
to estonsupss? [feo barssqxs Bed Siiso brisy aad . 
ha es 
oan | ’ 


A significant association existed between the respondents’ 
identification of the information on the CCI label and the age group of 
the secondary respondents. A larger percentage of the respondents in 
the youngest age group (34 years and younger) correctly identified the 
information on the label than was the case for the other two groups. 

The results of the analyses (Table 25) also show a _ highly 
Significant association (p=0.0071) between consumer identification of 
the information and the education level of the primary respondents. 
Respondents with education beyond that of secondary school correctly 
identified the information on the label more often than did respondents 
with secondary education or less. 

No meaningful association existed between consumer awareness of 
the label and/or pamphlet and sex, occupation and income. Thus, null 
hypothesis 4a was only partially rejected. Null hypotheses 4b and 4c 


were not tested due to insufficient data. 


Lifestyle Factors and Respondents' Awareness, Understanding and Use of 
Cel Label/Pamphlet 


Null Hypothesis 5: 
No significant association exists between lifestyle variables 
and 
a. consumer awareness of the CCI label and pamphlet 
b. consumer understanding of the CCI label and pamphlet 
Cc. consumer use of the CCI label and pamphlet. 
One-way analyses of variance (Table 26) were used to determine if 


a significant difference existed in lifestyle scores among consumers 
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who did or did not observe, and/or correctly identify the information 
on the label and/or pamphlet. 

No meaningful differences were observed. Thus, null hypothesis 
5a is accepted. Null hypotheses 5b and 5c were not tested due to 


insufficient data. 


Respondents' Experience with Carpets and Awareness, Understanding and 
Use of CCI Label/Pamphlet 


Null Hypothesis 6: 
No significant association exists between consumer experience 
and 
a. consumer awareness of the CCI label and pamphlet 
b. consumer understanding of the CCI label and pamphlet 
Cc. consumer use of the CCI label and pamphlet. 
Chi-square analyses were used to test null hypotheses 6a (Table 
27). No meaningful associations were found. Thus, null hypothesis 6a 
is accepted. Null hypotheses 6b and 6c were not tested due to 


insufficient data. 


Retailer Attitude and Respondents' Awareness, Understanding and Use of 
CCI Label/Pamphlet 


Null Hypothesis 7: 
No significant association exists between retailer attitude 
and 


a. consumer awareness of the CCI label and pamphlet 
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Table 27 


Association (Chi-square) Between Respondents’ Awareness of CCI 
Label/Pamphlet and Respondents' Experience with Carpets 


Experience 
Factor 


Existence of a 
previous carpet 


Satisfaction with per- 
formance of previous 
carpets 


Similariety of new 
carpet to old 


Number of previous 
purchases 


Date of last purchase 


p <.05 


Observation 


of Label 


p = 0.1496 


0.1204 


0.4852 


0.9658 


0.9438 


Identification 
of Information 


p = 0.2818 


0.6743 


UcUs2 


0.5503 


0.5423 


Observation 
of Pamphlet 


p = 0.1716 


0.2467 


EAS) 


0.1678 


0.1041 
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b. consumer understanding of the CCI label and pamphlet 
C. consumer use of the CCI label and pamphlet. 

Chi-square analyses were used to test null hypothesis 7a (Table 
28). A highly significant association existed between the respondents' 
identification of the information on the CCI label and the. type of 
retail store. A large proportion of the respondents from department 
store A and from the smaller independents correctly identified the 
information on the label. A very small percentage of respondents from 
the large independents identified the information. No respondents from 
the department stores B answered the question because they did not 
report having seen the CCI label. 

A significant association existed between the respondents' 
ability to correctly identify the label information and the retailer's 
attitude towards the CCI labelling program. Respondents who purchased 
their carpet from department store A, a retailer who strongly supported 
the CCI labelling program, were much more apt to correctly identify the 
label information. There were only a few respondents from the other 
stores, whose attitude toward the program was less favourable, able to 
identify the information. 

Null hypothesis 7a is therefore rejected with respect to ‘identi- 
fication of information’ and accepted with respect to the reported 
‘observation of the label and pamphlet'. Null hypotheses 7b an 7c were 


not tested due to insufficient data. 
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Table 28 


Association (Chi-square) Between Respondents’ Awareness of CCI 
Label/Pamphlet and Retailer Attitude 


Retailer Observation Identification Observation 
Measure of Label of Information of Pamphlet 
Retailer type p = 0.3099 p = 0.0009*** p = 0.1625 
Retailer attitude Oe323il 0.0185* 0.4127 
* p <.05 


*** D < .001 
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CHAPTER V 
DISCUSSION 


This chapter will consider the findings outlined in Chapter IV 
related to the objectives of the study and the literature reviewed. It 
will also serve to illustrate the use of the Engel-Blackwell-Kollat 
(1978) model of consumer behavior in defining the carpet consumer's 
decision-making process. Concentration in this study was on the search 


stage of the process. 


Stated Importance of Performance/Appearance Retention 


The first objective was to determine the stated importance of 
performance/appearance retention as an evaluative criterion’ in 
purchasing carpet. 

As was the case with Anderson's (1977) findings, a variety of 
features were mentioned by the respondents as having been considered 
during the pre-purchase search (Table 8). The two features mentioned 
most frequently were colour (96 respondents) and price (94 
respondents). Durability, which was one of the study's criteria of 
performance, was mentioned less often (84 respondents). Appearance 
retention per se was not mentioned, but the researcher assumes that for 


the respondents this characteristic is included in durability. Fiber 
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and store were cited by approximately half of the sample. 

The importance of colour support Anderson's (1977) findings, namely 
that the subjective product attributes were more salient to carpet 
buyers than the functional or objective attributes such as durability 
and fiber. 

Although not considered a determinant respondents nevertheless 
reported seeing fiber type on the samples more frequently than any 
other information (Table 12). 

The CCI label focuses on the attribute performance/appearance 
retention. Approximately 40 percent of the respondents who reported 
seeing the CCI label correctly described it as containing such informa- 
tion (Table 13). A further 35 percent noted the information in part. 
It appears the label information did not make a lasting impression on 


the other 25 percent. 


Extent and Type of Pre-purchase Search Behavior 


The second objective was to determine the extent and type of pre- 
purchase search behavior. The following is a general overview of 
extent and type of search. 

The Engel-Blackwell-Kollat (1978) model of consumer’ behavior 
considers certain factors that affect extent of search. Pertinent to 
this study are such factors as the extent of the pre-purchase period, 
the lapse of time between purchases, and the consumer's experience with 


the product. 
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Over half of the respondents in this study spent 30 days or less 
Shopping for their carpet. Half of these respondents spent seven days 
or less (Table 9). Ferber (1955) questions how far in advance con- 
Sumers plan the purchase of a durable product. Over 50 percent of the 
respondents had not bought a carpet for at least five years or had 
never bought one before (Table 7). And, a large proportion (44.4%) of 
the sample had not moved in the last ten years. In keeping with 
consumer behavior theory and other findings (Engel-Blackwell-Kollat, 
1978; Anderson, 1977; Westbrook and Fornell, 1979) one might have 
expected a more extensive search period. 

A further consideration in the extent of search is the perceived 
risk involved in the purchase (Cox, 1967; Hustad, 1973). The actual 
Carpet purchases represented a major household investment (Table 16). 
A large proportion of the respondents expected the life of the carpet 
to be 10 to 15 years. Considering the time frame the consumer expects 
to live with the product, the respondents appeared to perceive little 
risk in their purchase choice and were content with a relatively short 
pre-purchase search. 

The researcher suspects that respondents tended to understate the 
search period reported. Indeed, further researchers might explore the 
possible existence of two seach periods: one period of less intense 
search leading up to the decision process; and the other period of more 
intense search to which respondents were likely referring. 

Three findings on sources of information (Tables 20 to 22) analo- 
gous to that of Anderson's (1977) were: (1) the respondents referred 


to a variety of information sources; some sources were of greater 
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importance than others; and the carpet salesperson (consulted by 85 
percent of the respondents) was the dominant source. Labels and tags, 
and friends and relatives were each used by about half as many respon- 
dents as the carpet salesperson. While carpet salespeople were 
considered the primary source of information, less than half of the 
respondents ranked them most useful. A large proportion of the respon- 
dents using labels and tags, and friends and relatives felt they were 
helpful information sources, but very few considered them most useful 
(Table 10). 

Government agencies were the least sought-after information source 
which suggests support for the findings of Engledow et al (1979) that 
consumers were skeptical of information published by consumer agencies 
and public institutions and challenged Consumer Reports. Anderson 
(1977) also reported a lack of use of neutral information sources. 
Perhaps this is due to information from these sources being least 
readily available and often costing money. The lack of use could be a 
result of the consumers unwillingness to expend the effort necessary to 
consult these sources. These media also ranked lowest in perceived 
usefulness. This reflects the findings of Wilkie and Farris (1976) who 
proposed that the stress on consumer cognition could cause a lack of 
information seeking due to a lack of search ability. 

The limited use of labels and tags may also be explained by a lack 
of understanding of the information (as proposed by Horne, 1980). 
Jacoby, Chestnut and Silberman (1977) purported that a problem leading 


to misunderstanding and disregard of labels was the result of informa- 


110 


“Urr 


onibes! mpidow s Isd? betipqpee (Veer) asmredit2 bas suns2en 3 


28 yd betfuends)° weersges wee: | at ob 


aioe d 


pet brs efadsl we { 
“rogzet ynsm ef Ter tuods 4d Dee Ades val 


. 


a7 me 


e1aw siqosqeefse tequsa “sth wneeraqestez 19069 
edt Jo Maw nedt zest -hortemetat to. sawoey 
-noges> 413 Yo nobtyoqorg spel Ae sf teed Som eens bs 1 
‘ie (ood Sle? zaviteloy bos gaNepy?! tne .2psT bn al cd; 


7 


futseu J20n mart bavebtendo wat “SY avd ,2eDWde 


arwoe notsamoeltt wits-Sdpuoe Jessel. ont svew Zelonspe 
pa 
jaunts eel) [6 Js wobsl[pn3 to sparonl? eth dot Soqgee s 


¢ 


PAI ONSPA VWoNUsNOS Yd beter fduo nolfen<d inh 2o Isatiqese o'1ow 


.. = 
nozyennk .~zi ies remveno) Sapnefiad> bas anelipdifent iia 
ag 
nt imatusn) to, fu Po wef «2 b= }40q97 els. 
Tu62 s2al MOTT KOPTsINGIAE, OF sub er ghee ” 
6 ad blues seu te eoef ad vsnon ontteo> natie one ofdslteve uf tbe 
2 fi Pile +> ee ar" Ora 1*5 OJ 22* Spats  Pwrty etonw2Nas end 1 la 


ite 
‘ i 1 PSwc Jaane Oris 5 i CoM a2ac7 26702 sront bie 


ow C2521) cheas? Ons aed to gpetbat? ent efoeT tar eta” lesen 


azns Glue vor inpes SemMenod nO 2e6rie ofS, Fa 
“i Tide dovese Yo Aso! 4 of sub paties2 no 
mo’ 8 \S Sects lqxe sd o2in yb Sosy Bs sl actal Yo say bes tnt? 


AGSQ! ,envoh yd beeoneg ~ 2B) mbiiemotat snl Fo prt brstev 


simieini to Iiveay add gaw eledsh Fo briseevetb brs pit besa ue? 


7 | 


tion overload. The researcher did observe numerous labels with exces- 
Sive information. 

A more specific goal of objective two was to investigate the 
respondent's pre-purchase awareness, understanding and use of the CCI 
label and pamphlet. It further sought to determine the extent of 
credibility and perceived usefulness attached to the CCI label and 
pamphlet, and the perceived adequacy of the information. 

Approximately three-quarters of the few respondents who reported 
seeing the Mepen (Table 13) were able to identify the purpose at least 
to some extent; and the majority were able to understand the informa- 
tion. The majority of these respondents gave some credence to the 
label information and felt it had affected their choice. An explana- 
tion for this may be that these respondents were able to comprehend the 
simple, objective, product information and apply it to their intended 
needs. 

The findings of usefulness of the CCI label differ from those 
concerning labels and tags in general. This could be attributed to the 
information format which affects the way consumers acquire and process 
information (Bettman and Zins, 1979). Of the respondents who reported 
seeing the label the majority understood the simple message and felt 
the information was sufficient. 

Durability is a difficult criterion for a consumer to assess, and 
perhaps the stressing of such an apparently salient item like perfor- 
mance had an obvious positive effect (Anderson, 1977). Sproles, 
Geistfeld and Badenhop (1980) contend that objective product 


information, uncluttered with additional information, is the best. 
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Factors Affecting Consumer Awareness, 
Understanding and Use of the CCI Label/Pamphlet 


The third objective was to determine the effect on consumer aware- 
ness, understanding and use of the CCI label and pamphlet of the 
following factors: demographic and lifestyle variables, consumers' 
Carpet experience and the retailer's attitude toward the labelling 


program. 


Demographic and Lifestyle Variables 


Certain demographic characteristics did result in greater awareness 
of the label. Respondents in the younger age group and those with some 
or all post-secondary school education scored higher in awareness of 
the label. These findings support those of Engel-Blackwell-Kollat 
(1978), Westbrook and Fornell (1979), Kiel and Layton (1981), Locander 
and Hermann (1979), Arbaugh (1974) and Anderson (1977). Skaggs (1973) 
also found an association between consumer awareness of care labels and 
level of education. 

No significant associations were found between lifestyle charact- 
eristics and the respondents' awareness of the label; however, a 
marginal association was found between ‘information seeker' and 
‘observation of the pamphlet'. This finding indicates some support for 
Anderson's (1977) findings that information seekers were concerned with 


information on performance, care and content. 
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Experience with Carpets 


The respondents' experience with carpets had no significant effect 
on the awareness of the label or pamphlet. 

The majority of the respondents considered none or only one other 
Carpet. Since a large proportion of them had been dissatisfied with 
the performance of their previous carpet, and considering the perceived 
risk factor of the expenditure and the expected life of the carpet, it 


would seem they would engage in a more extensive search 


Retailer attitude 

The respondent’ awareness of the CCI label was affected strongly by 
the retailer's attitude and type of retail store. These observations 
Supported those of Anderson (1977) and McNeill and Wilkie (1979). 
Those retailers supporting the program considered the CCI label a 
useful selling tool and promoted it both in-store and through store 


advertising. Thus, consumer awareness of the program was increased. 


Initial Expectations and Satisfaction 


The fourth objective was to determine, in general, if a relation- 
Ship existed between extent and type of pre-purchase search and initial 
expectations of and satisfaction with carpet performance. 

This research confirmed that of Anderson (1977) namely that 
consumers' feelings of satisfaction are influenced by extent and type 


of pre-purchase search behavior. 
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With each of the four measures of initial satisfaction respondents 
scored higher in satisfaction with the carpet by shopping in fewer 
stores. Perhaps this finding is related to Cox's (1967) work suggest- 
ing that infrequent shopping visits (ie less extensive search) led to 
more satisfied consumers who have adopted simplified decision rules in 
complex choice situations. Similarly Hustad (1973) proposes that 
extensive search is avoided where the consumer perceived the concept 
involved as difficult. 

One explanation for the less extensive store search may be that 
Since price was one of the most important features considered, respon- 
dents watched for a price they could afford. They assumed a certain 
level of durability and quality in a particular price point, chose 
their colour, and bought. This assertion was confirmed by several 
respondents during the telephone interview. 

The findings of the study showed a relationship existing between 
the type of pre-purchase search and initial satisfaction: statistical 
analysis indicated consumers using magazine and newspaper articles, 
booklets and pamphlets were more satisfied with the carpet. It could 
be presumed that the information in the print was that of product 
information thus supporting consumer behavior theory that use of 
product information when evaluating alternatives would aid the consumer 
in making a wise choice. This in turn would reduce post-purchase 
dissatisfaction. This finding is interesting in light of the fact that 
few respondents considered these same sources of information useful. 

Objective four was also to determine if a relationship existed 


between the respondents' awareness, understanding and use of the CCI 
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label and pamphlet, and initial expectations of and satisfaction with 
carpet performance. 

No association was found between the respondents' awareness of the 
label and their initial expectations. However, a very significant 
relationship existed between awareness of the CCI pamphlet and the 
Satisfaction measure ‘meeting of expectations’. 

Sproles and Geistfeld (1978) found that both durability and 
performance were quoted the most frequently as problems bringing about 
dissatisfaction with carpet. It appears the product’ information 
(referring to performance/appearance rentention) on the pamphlet may 


have assisted the few respondents in making a satisfactory purchase. 


Limitations of the Study 


Environmental influences affected the ability to carry out a 
complete and effective study. A recession existed throughout the 
country making consumers more conscious of what and how they spent. 
The economic climate prohibited the researcher securing financial 
Support and retailer participation. The researcher had difficulty 
obtaining a consumer sample from retailers primarily due to the fact 
that a limited amount of money was being spent on consumer goods thus 
limiting consumer indulgence in a major household expenditure, carpet. 

Also, aS a result of the recession the researcher considers that 
retailer inventory investment may have been restricted, affecting the 


selection of carpets available and thus the consumer's extent of search. 
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A major limitation of the study was the number of respondents who 
actually answered a large proportion of the questionnaire. Only a few 
respondents (33) reported seeing the label, and were therefore eligible 
to answer the questions pertaining to the understanding and use of the 
CCI label and/or pamphlet. Due to the limited number of respondents 
who reported seeing the label, statistical analysis of hypotheses 
relating to understanding and use of the label was not possible. 

A relatively large number of respondents (44 out of 109) were 
procured from department store A. Although the study did not establish 
the effect this factor may have had on the findings of the survey, it 


is a consideration for bias. 
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CHAPTER VI 


SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 


Summary 


The purpose of this study was to determine the extent and type of 
pre-purchase search behavior of carpet consumers and the effect of this 
behavior on initial post-purchase expectations of and satisfaction with 
the carpet. Specific focus was on consumer awareness, understanding 
and use of the CCI label and pamphlet. The Engel-Blackwell-Kollat 
(1978) consumer behavior model was the conceptual framework for the 
study. 

A total of 203 consumers in the Edmonton area were contacted of 
which 109 respondents participated in the initial telephone interview 
and completion of the questionnaire. 

The findings indicated the two product attributes color and price 
were the most frequently sought after features. Durability was of 
lesser importance and appearance retention was not mentioned. Although 
fiber was not reported by the respondents as being helpful or useful 
information, it was identified by the majority of the respondents as 
having been observed most frequently on manufacturers’ labels. 

The respondents conducted a relatively limited search considering 
the perceived risk involved with the purchase. The respondents scored 


a higher level of satisfaction with a less extensive store search. 
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The type of search was characterized by a variety of information 
sources being consulted, some sources considered more important than 
others, and the carpet salesperson ranked as the primary source. 

Manufacturers' labels were the most frequently observed labels. 
The CCI label and pamphlet were observed by a very few respondents. 
However, of those that did see the label, the majority identified the 
purpose and understood the information. 

Demographic and lifestyle characteristics, and respondents' 
experience with carpet had little meaningful effect on the respon- 
dents' awareness and use of the CCI label and/or pamphlet. 

Retailer attitude significantly affected the respondents' awareness 
of the CCI label. Support by the retailer for the CCI labelling 
program increased the respondents' awareness and understanding of the 
CCI label. 

No meaningful difference in initial post-purchase expectations were 
noted between respondents who were and were not aware of the CCI label 
or pamphlet. Respondents who were aware of the CCI pamphlet did score 
higher in initial post-purchase satisfaction than those who did not. 

The data was statistically analyzed with the following tests: 
One-way analysis of variance, Chi-square and Pearson's product moment 
correlation cockhicient 4 The results provided some support for the 
Engel-Blackwell-Kollat (1978) theory of consumer behavior for the 
search stage. Factors that affected the carpet respondents' search 
behavior were: extent of search (pre-purchase period, lapse of time 
between purchases, perceived risk); type of search (sources and use of 
information); certain demographic characteristics; and store (retailer 


type and attitude). 
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Conclusions 


The first objective, to determine the stated importance of 
performance/appearance retention as evaluative criteria was achieved to 
some extent. Durability was mentioned less often than were color and 
price attributes. "Appearance retention" was not mentioned at all. 
Thus it may be concluded that durability, a performance-oriented or 
functional attribute, although considered, may not be as davennining a 
factor as color or price. 

Objective two, to determine the extent and type of pre-purchase 
search behavior was studied, both generally and more specifically 
focusing on the awareness and use of the CCI performance label and 
pamphlet. The respondents conducted a relatively limited search. They 
visited few stores and shopped for a comparatively short period of 
time. The perceived risk involved with the purchase did not seem to be 
a meaningful deterrent. 

Three general conclusions drawn from the findings and supported by 
those of Anderson (1977) are as follows: a variety of information 
sources were used; some sources were of greater importance than others; 
and the carpet salesperson was the primary information. source. 
Respondents considered the salesperson helpful, but only half of the 
respondents using salespeople as an information source considered them 
to be most useful. | 

Few consumers considered consumer-oriented or neutral sources 


helpful or useful in making their choice. 
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Of particular concern in this study was the use of labels and tags, 
and booklets and pamphlets. The majority of the respondents reported 
seeing manufacturers' labels. The information on these labels that was 
most frequently mentioned was fiber content. 

With respect to the awareness and use of CCI label and pamphlet, 
only a small group of respondents (33) reported seeing the CCI label. 
However, of those respondents, three-quarters of them were able to 
identify the purpose and the majority understood the information. 

A large proportion of the respondents who reported seeing the label 
considered the information credible and felt the label had affected 
their choice. 

Objective three, to determine the effect on awareness and use of 
the CCI label of demographic and lifestyle variables, consumer's 
experience and retailer attitude toward the program, was accomplished 
in part. 

Demographic and lifestyle variables were not a major determinant in 
awareness and understanding of the CCI label and/or pamphlet. Respon- 
dents in the younger age group and those respondents with higher 
education scored somewhat higher in awareness of the label. 

The respondents’ experience with carpets had no effect on awareness 
of the CCI label or pamphlet. There was, however, a _ significant 
association found between consumer's awareness of the label and 
retailer attitude. Particularly in the case of respondents who had 
shopped at department store A, there was a high awareness of the CCI 


label and/or pamphlet. 
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The fourth objective, to determine if a relationship existed 
between extent and type of pre-purchase search and initial expectations 
of and satisfaction with carpet performance was met. 

Respondents scored higher on the four measures of initial satis- 
faction with a less extensive store. search. Those respondents 
considering magazine and newspaper articles and booklets and pamphlets 
helpful were more satisfied with their carpet than those who did not. 

With respect to awareness and use of the CCI label and pamphlet, 
those respondents who reported seeing the pamphlets experienced a 
higher score in the satisfaction measure ‘meeting of expectations’. 

The Engel-Blackwell-Kollat (1978) model of consumer behavior served 
as a useful guide in developing hypotheses; although not all aspects of 
the Engel-Blackwell-Kollat (1978) model were supported, some of the 


findings supported it at least in part. 


Recommendations 


CCI Labelling Program 


The small proportion of respondents who reported seeing the label 
should not suggest the discontinuance of the program. Rather, since 
the findings suggest some evidence that those who saw and used the 
label found it helpful and were more satisfied with the carpet, 
promotional efforts should be increased to make more consumers aware of 
the program. 


This could be accomplished in the following manner. 
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1. Implementation of an educational program to ensure consumers' 
attention to, use and benefit of the program (Anderson, 1977). Members 
of the Canadian Carpet Institute should allocate dollars strictly for 
the promotion of the program in a creative and imaginative format. 
2. Keep the program simple. Make use of illustrative material rather 
than lengthy explanations. 
3. Set up a schedule to monitor the program and its success on a 
regular basis (Edwards, 1980). 
4. Increase advertising in Canadian womens' magazines (Chatelaine and 
Homemaker) . 
5. Concentration of promotional dollars should be at the store level 
by: 
a) educating the carpet salesperson about the use and benefits of 
the program, 
b) providing illustrative point-of-purchase information (posters, 
pamphlets). 


With the influence of the carpet salesperson and the backing of 


store management for the CCI labelling program, a store could have a: 


very positive differential advantage over its competitors. 


Future research 

Future investigation of the following could aid in understanding 
Carpet consumers' search behavior and provide suggestions for promotion 
of the labelling program. 
1. What were the consumers' reasons for shopping for carpet, and does 


this have an effect on search behavior? 
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2. Do at least two periods of external search exist: a period of less 
intense search leading to the decision process, and another or more 
intense search during the decision process? 
3. For what specific information is the consumer looking? 
4. What is the consumer's level of sophistication with respect to 
carpets? 
5. What is the effect of retailer participation and management support 
in such a program on: 

a) consumers' awareness, understanding and use of a labelling 

program, 
b) retailer's sales volume, 


c) retailer's dominance in and share of the marketplace? 
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APPENDIX A 


Canadian Carpet Institute Classification Label 
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A XTOHII9A 
[ode mottsotthzes() stutttenl toqvsd netbensd 


CANADIAN CARPET INSTITUTE LABEL - LIGHT - MEDIUM 


What does the label look like? 


Each of the labels is illustrated below. The 
symbols “‘L, M and P” represent the words 
Light, Medium and Plus and indicate how 
well a carpet can be expected to retain its 
appearance. 


~ 
: 


Canadian Carpet Institute % 
Classified * L ” for residential floors. 


See “SHOPPING FOR CARPET... 
LIGHT / LEGER_ L 


Classifie “ L” residences. Lisez 


qo OOO O800oees oo, 


pour resi 
“LE CHOIX D'UN TAPS... 


Institut Canadien du Tapis wi 


LIGHT: With regular care, the carpet can be 
expected to keep good appearance for a 
minimum of three years. * 

a” 


eeecoccooccn, 
Canadian Carpet Institute * 


% 
Classified “M” for residential floors. $ 
See “SHOPPING FOR CARPET...” ; 
veo / MOYEN M ; 


Classifie “M™ pour residences. Li isez 
“LE CHOIX D'UN TAPIS. 


Institut Canadien du Tapis 


ere eeocccceoecs 
eo 


MEDIUM: With regular care, the carpet will 
keep good appearance in heavier traffic for a 
longer time than the ‘’L”’ label. 


~ 


nadian Carpet Institute", 
Canadian Carpet "p 


— sified * P” for residential floors. 
See “SHOPPING FOR CARPET... 


Pees PLUSs err 
Classifie ~ =p pour resi esidences. Li sez 
“LE CHOIX D'UN TAPIS. 


institut Canadien du te). P 


: 


eeceeoeceeoes es, 


PLUS: With regular care, the carpet can be 
expected to give the best appearance 
retention. 


=" PLUS 
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Canadian Carpet Institute's Informative Label Pamphlet 
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CANADIAN CARPET INSTITUTE INFORMATIVE LABEL PAMPHLET 


SHOPPING 
FOR CARPET ?... 


THE 
CLASSIFICATION 
LABEL 
CAN HELP 
YOU 


PRE RRAQT 


TRIN 
MAS 


NRO 
INN 
SSS 


SS 


: Canadian Carpet institu : 
Classified""M” tor residential floo 


cers: 
See “SHOPPING FOR CARPET... 
BAEC ON ADACGENS 
"LE CHOIK DUN TAPS." f 


LAGS Hi ee ae 
j | bi feath 


SN 


WOW 


Wax 
NS 


& 


bidigte 


Xe SS PWS” 


pe 
i Nah ie 
/ f ip Lage ae 
ABILL } ee Wen 


Lh ae 
My, Wri Wey, 


Uf VA VIL VNe 


132 


APPENDIX C 


Letter of Introduction to the Retailers 
- Forms A and B 
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FORM A 


a 
| ING, FACULTY OF HOME ECONOMICS 


ae BLY ORHOMEECONOMICS 
ey eadee THE UNIVERSITY OF ALBERTA: EDMONTON, CANADA + T6G 2Mé 


To: Retail Carpet Sales Personnel 


We greatly appreciate your assistance in helping us obtain a 
sample of carpet buyers for our research on the effectiveness of the 
CCI performance label as an information source for consumers. 


Here is all that we ask of you. Please: 

ike After you have completed a carpet sale, ensure that the customer 
receives a copy of our letter to consumers (copy attached) and 
ask that he/she/they read it. 


Die For each customer, complete a Carpet Information Record. 


Be Save all of the completed Records for us - we will collect them 
every few days. 


Sincerely, 


Betty Crew, PhDs 


Associate Professor and Chairperson 
Clothing and Textiles Department 


Linda Hartman 
M.Sc. Candidate and Research Assistant 


BC/ka 
Att: 
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FORM B 


mi lra\ 


& oe FACULTY OF HOME ECONOMICS 
403 * 432-3824 THE UNIVERSITY OF ALBERTA* EDMONTON, CANADA « T6G 2M8 


To: Retail Carpet Sales Personnel 


We greatly appreciate your assistance in helping us obtain a 
sample of carpet buyers for our research on the effectiveness of the 
CCI performance label as an information source for consumers. 


Here is all that we ask of you. Please: 


ales After you have completed a carpet sale, ensure that the customer 
receives a copy of our letter to consumers (copy attached) and 
ask that he/she/they take a minute to read it. 


De If your customer agrees to participate in our study, 


(a) detach the second page containing the customer's name 
and address, and 

(b) complete the Carpet Information Record on the same page. 
(Note: where we have asked for quantity and price, we prefer 
these to be quoted in square meters rather than square vards, 
assuming you sell carpet by the square meter.) 


Sh Save all of the completed Records for us - we will collect them 
every few days. 


Sincerely, 
Betty Crown, Ph.D. Linda Hartman 
Associate Professor and Chairperson M.Sc. Candidate and Research Assistant 


Clothing and Textiles Department 


BC:dlp 
Att: 
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RETAILER INTERVIEW GUIDE Date 


STORE NAME 
ADDRESS 
PHONE NUMBER STORE REPRESENTATIVE 


TYPE OF STORE 


How do you sell carpets? By sample fie By the roll & 
Does your store support the CCI performance labelling program? Yes (aa No a 


Explain how 


Does the store have any identification of the program? Yes (] No i] 
Explain 
Do you have the CCI brochures explaining the program readily available to 


consumers? 
2 »O 


Approximately what proportion of the carpet samples in the store bear the 
CCI label? ; 
i 


How else do you label or classify samples? 


If the consumer is unaware of the CCI label when they come in, do you point 


emoutie 
Yes ie No =| 


Do you think consumers use the CCI label as a guide as they look at carpet 


samples? 
Usually CJ Sometimes ie Seldom & 


Do you find the CCI labels helpful? Yes (mg Somewhat & No (| 


Do you use it as a selling tool? Yes feel No AG] 
Comments 


What changes would you suggest to make the CCI label more effective? 


Interview Comments: 
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FORM A 


my cf \ 
@ iC FACULTY OF HOME ECONOMICS 


Fat nddad ied si Re id hed eA 
sos + 432-3624 THESON VE 2/0706 BENTAS ED HONTOWRCANADAS)TEGIZN 


Dear Carpet Consumer: 


As a consumer who has just purchased carpeting for your home, your 
participation in our research project would be very much appreciated. 
We are studying how consumers make decisions about carpets and are 
especially interested in your opinion about the information that was 
available to you at the time of your purchase. 


In appreciation for your cooperation, your name will be entered 
in a draw for a $100.00 cash prize. If you agree, your participation 
would include a brief telephone interview (approximately two minutes) 
in a few days' time, followed by a short questionnaire which will be 
delivered to your home and picked up two days later. Please be assured 
that all information will be confidential. Your name in no way will be 
associated with our data, as only group data will be used. 


This study is being carried out as the thesis requirement for a 
graduate degree in Home Economics, and is supported by the Canadian 
Carpet Institute. Your participation would be greatly appreciated. 

We will be contacting you by telephone in a few days time to determine 
your willingness to participate. 


Sincerely, 


Betty Grownk BheDe 


Associate Professor and Chairperson 
Clothing and Textiles Department 


Linda Hartman 


M.Sc. Candidate and Research Assistant 


BC/ka 
Att: 
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Customer Information: 


Name 


Address 


CARPET INFORMATION RECORD 


Date of Carpet Purchase 
Expected Date of Installation 


For What Room(s) Was Carpet Bought? 


Type of Carpet: Manufacturer 
Color 
Style No. 


Fiber Brand (if any) 
Is CCI label attached to carpet sample? Yes ead No [ ] 


Quantity Purchased Sq. Meters 
Price Per Sq. Meter $ 


Total Purchase Price (including carpet, underlay and installation): 


Retailer 


Address 
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FORM B 


Ba 
: oe FACULTY OF HOME ECONOMICS 


THE UNIVERSITY OF ALBERTA» EDMONTON, CANADA « T6G 2M8 


403 ° 432°3824 


Dear Carpet Consumer: 


As a consumer who has just purchased carpeting for your home, your 
participation in our research project would be very much appreciated. 
We are studying how consumers make decisions about carpets and are 
especially interested in your opinion about the information that was 
available to you at the time of your purchase. 


In appreciation for your cooperation, your name will be entered 
in a draw for a $100.00 cash prize. If you agree to participate some 
information about the carpet you purchased will be given us by the retailer 
(see attached page). In addition, your participation would include a 
brief telephone interview (approximately two minutes) in a few days' 
time, followed by a short questionnaire which will be delivered to your 
home and picked up two days later. Please be assured that all information 
will be confidential. Your name in no way will be associated with our 
data, as only group data will be used. 


This study is being carried out as the thesis requirement for a 
graduate degree in Home Economics, and is sponsored partly by the Canadian 
Carpet Institute. Your participation would be greatly appreciated. 

Please indicate your willingness to participate by completing the top 
portion of the attached page. 


Sincerely, 


Betty Crown, Ph.D. 
Assqciate Professor and Chairperson 
Clothing and Textiles Department 


Linda Hartman 
M.Sc. Candidate and Research Assistant 


BC: dlp 
Att: 
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YES, I am willing to participate in the research project on carpet purchasing. 


Name 


Address 


Phone No. 


ee ee me we ae a ee ee Se ww en es ee we wr we we ee we = oe wn ww ow wr wo en a er we ww a ww wr rrr rrr rrerrecrrerler ee 


CARPET INFORMATION RECORD 


Date of Carpet Purchase 


Expected Date of Installation 


For What Room(s) Was Carpet Bought? 
(List largest room first) 


Type of Carpet: Manufacturer 


Color 


Style No. 


Fiber Brand (if any) 


Is CCI label attached to carpet sample? Yes (J No & 


Quantity Purchased sq. meter 


Price Per Sq. Meter $ 


Total Purchase Price (including carpet, underlay and installation: 


Retailer 


Address 
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Initial Telephone Interview - Forms A and B 
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Hello 


FORM A 


INITIAL TELEPHONE INTERVIEW 


This is 


speaking. 


| am calling regarding your recent purchase of carpeting from 


Am | speaking to the person most involved in this purchase? 


se 


If not “Could | please speak to that person? (Pause; repeat above) 


When you purchased the carpet you should have received a letter from Dr. Crown and myself 
about a research project we are doing for the Canadian Carpet Institute. As indicated in the letter, 
| would like to ask you a few questions now about your carpet purchase. | would then like to deliver 
to your home a short questionnaire to be filled in by you. All information collected will be confidential. 


| would like to remind you that if you participate, your name will be entered in a draw for a 


$100.00 cash prize. Are you willing to participate? 


Thank you very much for your cooperation. | would like to bring you the questionnaire on 


| understand that the carpet you bought was for your 


room(s). (name of) 


Is this correct? Vespa ee NO 
May | confirm that the carpet is 


(a) (type) and 


(b) (colour). 


How much traffic would you say this part of your home receives? 
(i RiGhtes2 merece (it) Smedi ume (iii) heavy 


How well do you expect this carpet to withstand the traffic in that (those) room(s) 
and still look good: 


(i) fairly well__ Ss (ii) Quite well (iii) very well 
(IF NECESSARY) 


Approximately what was the total installed cost of the carpet, underlay and 
installation? $ 


at approximately 


if that is convenient. 


Yes 


No (other time) 


| will pick it up two days later on 


. Thank you. 


from the University of Alberta 
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FORM B 


INITIAL TELEPHONE INTERVIEW 


Hello 


This is from the University of Alberta 


speaking. 


| am calling regarding your recent purchase of carpeting from 


Am | speaking to the person most involved in this purchase? 
If not ‘‘Could | please speak to that person? ‘’ (Pause; repeat above) 


When you purchased the carpet you should have received a letter from Dr. Crown and myself 
at the University of Alberta about a research project we are doing for the Canadian Carpet Institute. 
You indicated that you are willing to participate, so could | please have about one minute of your 
time now to answer a few questions? 


us | understand that the carpet you bought was for your 
Somat (name of) 
Is this correct? Nese INO 

2. May | confirm that the carpet is 
(a) (type) and 
(eee ew (COLOUT) - 

3: How much traffic would you ay this part of your home receives? 
(i) light (ii) medium (iii) heavy 


4. How well do you expect this carpet to withstand the traffic in that (those) room(s) 
and still look good: 


(i) fairly well —_--_-_ (ii) quite well ——— (iii) very well 


5 (IF NECESSARY) 
Approximately what was the total installed cost of the carpet, underlay and 


installation? $ 


Thank you very much for your cooperation. | would like to bring you the questionnaire on 
at approximately 
if that is convenient. 
Yes 
No (other time) 


| will pick it up two days later on Thank you. 
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la 
a oe FACULTY OF HOME ECONOMICS 


THE UNIVERSITY OF ALBERTA+ EDMONTON, CANADA ¢ T6G 2M8 


403 ° 432° 3824 


Dear 


Thank you very much for agreeing to participate in our research 
project. You can help us now by taking a few minutes to complete the 
enclosed questionnaire. Please note that the questions should be 
answered by the person most involved in the carpet purchase, although 
he or she may ask for the help of other members of the household who 
were also involved in the actual purchase. We wish to remind you that 
all responses will be treated confidentially. 


This study is being carried out as the thesis requirement for a 
graduate degree in Home Economics and is sponsored in part by the 
Canadian Carpet Institute. We hope that it will help to show what 
improvements, if any, could be made to the information sources available 
to carpet consumers and in this way should make future carpet purchases easier. 


Please insert the completed questionnaire into the envelope provided. 
We will pick it up on or shortly thereafter, after phoning 
you first to confirm a convenient time. 


If you wish your name to be included in a draw for a $100.00 cash 
prize, please complete the next page and give it to us separately. 


Thank you once again for your participation - it is greatly appreciated. 


Sincerely, 


Betty Crown,/Ph.D. Linda Hartman 


Associate Professor and Chairperson M.Sc. Candidate and Research Assistant 
Clothing and Textiles Department 
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DETAILS OF CASH PRIZE 


You will have a chance to win a $100.00 cash prize if you complete 
the attached questionnaire. 


One name will be drawn from among all the people who complete this 
questionnaire. The winner will be notified by phone or letter. If you 
wish, you may have the prize donated to a charitable organization of 
your choice. 


To be sure you are included in the $100.00 cash prize, please 
fill in the information at the bottom of this page and give it to us 


separately when we pick up your questionnaire. (This assures that your 
name is not included on the questionnaire response pages.) 


NAME 


ADDRESS 


PHONE NO. 
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INSTRUCT 


The questions that follow refer to your most recent carpet purchase from a store in Edmonton. 


These quest 


However, he or she may ask for the assistance from other members of the household who were also 
involved in the actual purchase. Please answer the questions in the order presented. We are very 
interested in knowing exactly what you think and feel about your purchase of carpet. There are no 


SELF-ADMINISTERED QUESTIONNAIRE Please do not 
write in this 


space. 


IONS: 


ions should be answered by the person most involved in the purchase of this carpet. 


right or wrong answers. We appreciate your cooperation. 

PLEASE INDICATE WHO IS COMPLETING THIS QUESTIONNAIRE. 
Wife alone Husband alone Both husband and wife 
Single Two or more single persons 


ils (a) 


(b) 


(b) 


(c) 


There are many features you may have considered when buying this carpet (for example, 
store, price, brand, colour, fibre, appearance, durability, style, cleaning, etc.). 
Please list below the features you considered while purchasing this carpet. 


1. 


4, 


3: 


4. 


5. 


6. 


From the list above, which were the two features most important in determining your final 
choice of carpet? 


Most important feature 
2nd most important feature 


How long had you been looking for this new carpet before you made the purchase? 


We are interested in the stores you visited while shopping for this carpet. What stores did 
you visit - and how many visits did you make to each place? 
(Please include the store you bought from in your list.) 


NUMBER OF 
NAME OF STORE VISITS TO STORE 


le 


2: 


= 


5: 
6 


How many other carpets did you seriously consider buying before you decided on 
this particular one? e 


28 
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(a) 


(b) 


We are interested in learning about the people and places you got information from when 
you were shopping for this carpet. From the following list of people, places and various 
media, please indicate where you got the information from, and if this information helped 
you make your purchase decision. 


If YES, did this information 
help you make your purchase 
Did you get any information from: decision? 
YES NO YES NO 
i Carpet sales people? 


P2 Friends or relatives? 


Se Ads in newspapers or 


magazines? =e 255 pas lL eels 
4. Ads on T.V. or radio? — — ——S == 
5: Articles about carpets or 

rugs in newspapers or _—_ — —— ees 

magazines? ; 


6. Booklets or pamphlets 
about carpets or rugs? 


Te Labels or tags attached 
to carpets-or rugs? ———— — — —— 


8. Government agencies 
(e.g. Consumer Affairs or 
Agriculture) ? 


9. Other places (please specify) ? 


-Allin all, what information source(s) did you find most useful? List UP TO THREE and 


rank in order of usefulness. 


Us Most useful 


2 2nd most useful 


3. 3rd most useful 
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NOTE: 

4. 

5. (a) 
(b) 
(c) 
(d) 
{e) 

6. 


Some of the following questions can be answered by circling any number from 1 to 5. 
Please circle only one number that comes closest to how you felt or thought at the time. 
For example, for the first question you could circleDif you were ‘‘Not Satisfied at all’ 
with the information available. You would circle@)if you were ‘Very Satisfied’. 
Similarly you could circleQQ@) or@if you felt the information available was something 
more than ‘‘Not Satisfied at all’ but something less than ‘‘Very Satisfied”. 


How satisfied are you with the information you had available to you when making your 
purchase decision? 


Not Satisfied : 
at all Very Satisfied 


1 2 3 4 5 


PLEASE TELL US NOW ABOUT OTHER CARPETS YOU HAVE OWNED. 


Did you have a carpet or rug in this part of your house before you bought your new one? 
No If NO, please go to question 5(d) below. 
Yes lf YES, please continue. 


How satisfied were you with the performance or service you got out of this old carpet 
or rug? 


Very 5 
Dissatisfied Very Satisfied 
1 2 3 4 5 


Is the new carpet the same type as the old one? 


Yes No 


How many new carpet and rug purchases have you made in the past ten years, including 
your most recent purchase? 


Not including your most recent carpet or rug purchase, when did you last buy a carpet 
or rug? 


Year 


Never bought one before 


PLEASE THINK AGAIN ABOUT YOUR MOST RECENT CARPET PURCHASE. 


In looking for carpets what types of labels did you notice on the carpet samples 
that you looked at? 


te Manufacturer’s Label: Yes No Don’t Know 

2. Retailer’s Label: Yes No Don’t Know 

3: Canadian Carpet Institute’s Label: Yes No Don’t Know 
4. Saw some labels but uncertain as to type: Yes 
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10. 


ile 


12e 


13. 


What type(s) of information did you see on any of these labels and find particularly 
helpful? 


Te Manufacturer’s Label: 


2 Retailer’s Label: 


Sh Canadian Carpet Institute’s Label: 


4. General: 


If you checked YES to No. 3 in Question 6 (i.e. Canadian Carpet Institute Label, 
hereafter referred to as CCl label), please answer questions 8 to 18 below. 


If you checked NO, please-proceed to question 19 below. 


What do you think is the purpose of the CCI label? 


Did you understand the information on the CCI label? 
Not at all Somewhat Quite well 


Comments 


Did you find the CC! label was helpful in making your decision? 


Not helpful 
at all Very helpful 
1 2 3 4 5 


Did the information on the CCI label affect your choice of carpet in any way? 
Yes No Unsure 
Do you think that the CCI label contains sufficient information? 
Not sufficient Quite sufficient 
1 2 3 4 5 


What other information should the Carpet Institute have included on their label? 
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14. 


iS: 


16. 


17. 


18. 


19. 


20. 


73 


22: 


Did you see a Canadian Carpet Institute pamphlet explaining the information 
given on the CCI label? 


Yes No Unsure 


Did you find the CC! pamphlet helpful in making your decision? 


Not helpful Not 
at all Very helpful Applicable 
1 2 3 4 5 a 


Did the information in the CC! pamphlet affect your choice of carpet in any way? 


Yes No Unsure 


How much faith do you have in the information on the CCI label and/or pamphlet? 


Little A lot of 
faith - faith 
1 2 3 4 5 


Did the carpet you have just bought have the CCI label on it? 


Yes No Unsure 


How many years do you expect the new carpet to last you? 


years 


PLEASE TELL US HOW YOU NOW FEEL ABOUT THIS NEW CARPET. ANSWER 
QUESTIONS 20 TO 22 ONLY IF THE CARPET HAS BEEN INSTALLED. PLEASE 
CIRCLE THE NUMBER THAT COMES CLOSEST TO HOW YOU FEEL. 


How satisfied are you with this carpet? 


Not satisfied 


at all ; Very satisfied 
1 2 3 4 5 
Comments 


How sure are you that you chose the best carpet for your needs? 


Not sure 

at all Very sure 
1 2 3 4 5 

Comments 


How close is this carpet to what you expected? 


Not at all Exactly what 
what | expected | expected 
1 2 3 4 5 
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Please read through each of the different statements listed below and on the 
following page, and circle the one number which best describes the extent to which 
you ‘agree’ or ‘disagree’ with each statement. 
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| think | have more self-confidence than 


most people. 1 2, 3 4 5 5 
My friends or neighbours often come to me 

for advice. 1 2 3 4 5 
| would rather spend a quiet evening at home 

than go out to a party. 1 2 3 4 5 
| must admit | really don’t like household : 

chores. 1 2 3 4 5 
| shop a lot for “‘specials’’. 1 2 3 4 5 
| often seek out the advice of my friends 

regarding which brand to buy. 1 2 3 4 5 
| don’t like to see children’s toys lying about. 1 2 3 4 5 
| buy well-known brands because |’m convinced 

they are better quality products. 1 2 3 4 5 
| have old fashioned tastes and habits. 1 2 3 4 5 
| sometimes influence what my friends buy. 1 2 3 4 5 
| like to entertain in my own house. 1 2 3 4 5 
| find myself checking the prices in the 

grocery store even for smail items. 1 2 3 4 5 
| spend a lot of time talking with my friends 

about products and brands. 1 2 3 4 5 
| usually keep my house very neat and clean. 1 2 3 4 5 
| am more independent than most people. 1 2 3 4 5 
\‘d rather be more comfortable and less 

stylish than the other way around. 1 2 3 4 5 
Antiques add a nice touch to any home. 1 2 3 4 5 
More expensive stores make me feel 

uncomfortable. 1 2 3 4 5 
| find cleaning my house an unpleasant task. 1 2 3 4 5 


People come to me more often than | go 
to them for information about brands. 1 2 3 4 5 24 
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| like to have the latest styles and colours 
in my home. 1 2 3 4 5 ; 24 
| sometimes worry that something | buy will 
turn out to be a mistake. 1 2 3 4 5 
| like parties where there is lots of music 
and talk. 1 2 3 4 5 
| usually watch the advertisements for 
announcements of sales. 1 2 3 4 5 
My neighbours or friends usually give me 
good advice on what brands to buy in the 3 
grocery store. 1 2 3 4 5 
! am uncomfortable when my house is not 
completely clean. 1 2 3 4 5 
| think | have a lot of personal ability. 1 2 3 4 5 
! would like to redecorate my home often. 1 2 3 4 5 
! would rather go to a sporting event than 
a dance. 1 2 3 4 5 
Accessories are an important part of today’s 
look. 1 2 3 4 5 
A person can save a lot of money by shopping 
around for bargains. 1 2 3 4 5 
| appreciate the advice of sales people when 
| shop. 1 2 3 4 5 
| prefer a simple, classic look to a more fancy 
or detailed style. 1 2 3 4 5 
Our days seem to follow a definite routine 
such a$ eating meals at a regular time, etc. 1 2 3 4 5 
| like to be considered a leader. 1 2 3 4 5 
When I’m shopping | look for practical 
rather than fashionable items. 1 2 3 4 5 
| enjoy most forms of housework. 1 2 3 4 5 
| always look at the label to find out what 
an item is made of before | buy it. 1 2 3 4 5 
My idea of housekeeping is ‘‘once over lightly”. 1 2 3 4 5 43 
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THE FOLLOWING QUESTIONS ARE FOR STATISTICAL PURPOSES ONLY, TO 


HELP IN ANALYZING THE SURVEY RESULTS. PLEASE NOTE THAT ALL INFORMATION 
IS CONFIDENTIAL. 


RESPONDENT 1 RESPONDENT 2 
(Main purchaser) (If applicable) 


24. Sex: Male) eeviccseccsosscoscssesescctacaecosescos 


44 45 


25. Age: Z4ANGUNAOR A ecccscrecttecterescosnte cers 
25 SAW sccccesedersesccesccsseuecacrsseacenesesee 


BOG oiorcseecttenaseccacscseestcesestvaredevess 
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26. Highest level of education: 
some or all elementary SCHOOL ............cccsceeeesoeeeee 
some or all secondary sChOol — .........cccceeeeeceeeseeee 
some or all trade or technical school  ............000 
some college Or UNIVEFSITY  ............cccccresseceeceecees 


ITT | 
TTT 


UMiversity degree(s) ...........ssssscccccecesssscceeseecseenes 


PH. Occupation (please describe) 
Respondent 1 


Respondent 2 


28. What is your TOTAL yearly family income, before taxes? 


under $9,999 a year $25,000 to $29,999 
$10,000 to $14,999 $30,000 to $39,999 
$15,000 to $19,999 $40,000 to $49,999 
$20,000 to $24,999 ‘ $50,000 and over Nev 


29. (a) Do you have any children? Yes please continue 
No please go to Question No. 30. 


— 


(b) If yes, how many? 1 me A , 40r more 


(c) How many children are currently living at home? 
30. How many adults live in your home? 
31. Do you own or rent your home? Own Rent 


es How many times have you moved in the past ten years? 


THANK YOU. YOUR PARTICIPATION IN THIS 


PROJECT IS SINCERELY APPRECIATED. 


Yes 
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APPENDIX J 


Engel-Blackwell-Kollat (1978) Model of Consumer Behavior 
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APPENDIX K 


Category Breakdown of Occupations 
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Category |: 


Category 2: 


Category 3: 


Category Breakdown of Occupations 


self-employed professionals 
employed professionals 
high-level management 


semi-professionals 
technicians 
middle management 
Supervisors 


foremen 

skilled clerical, sales, service 
skilled craffts and trades 
semi-skilled clerical, sales, service 
semi-skilled manual 

unskilled manual 

farm labourers 

farmers 

housewife 

retired 

student 
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